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For  Dean  Sivley  (and 
Woody),  the  move  to 
president  and  CEO  of 
Atlas  Travel  Technologies 
was  a  natural  next  step 
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PC  Magazine 

1998  Technical  Excellence  Award 
"Best  New  Product" 


■  Cutting-edge  performance.  Lightning-fast 

256KB  integrated  Level  2  cache,  give  Toshiba's 
newest  Tecra®  8000  notebook  world-class 
performance.  Plus  you  get  massive  hard  drives 
up  to  14  billion  bytes,  and  brilliantly  colorful 
14.1"  dia.  TFT  active-matrix  displays. 


One  motherboard.  One  image.  Count  on  a  single 
platform  and  system  image  with  a  consistent 
motherboard,  chipset,  memory  subsystem, 
system  BIOS,  graphics  and  audio/video 
controllers.  So  when  you  qualify  one  stable, 
Y2K-compliant  Tecra  8000,  you've  qualified  them 
all — saving  valuable  time  and  money. 


©1999  Toshiba  America  Information  Systems,  Inc.  All  rights  reserved.  Tecra  is  a  registered  trademark  of  Toshiba  Corporation.  Intel  Inside  logo  and  Pentium  are  registered  trademarks  of  Intel  Corporation. 

All  other  products  and  names  mentioned  are  the  property  of  their  respective  companies.  All  specifications  and  availability  are  subject  to  change.  ‘Download  speeds  are  limited  to  53kbps.  Upload  speeds  are 

less  (in  the  30kbps  range)  and  may  vary  depending  on  line  conditions. 
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The  ultimate  strategy 
for  power  and  performance. 


12,600  possible  configurations.  A  single 
image  encompasses  a  diverse  range  of  user 
requirements.  Including  optional  DVD-ROM  or 
CD-ROM,  a  V.90/K56flex  modem*,  various 
processors  and  a  range  of  memory,  hard  disk 
drive  and  display  choices.  Never  has  one 
platform  done  so  much  for  so  many,  so  easily. 


Lower  total  cost  of  ownership.  Protect  the 
performance  of  your  investment  with  a  stable 
architecture  and  docking  station  compatibility  that 
helps  reduce  your  total  cost  of  ownership. 
Choosing  Tecra  is  an  unbeatable  strategy. 
And  your  next  move  is  as  simple  as  calling 
1 -800-TOSHIBA  or  clicking  on  www.toshiba.com 


TOSHIBA 


The  World's  Best  Selling  Portable  Computers. 
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Where  do  j|<  u  want  to  go  today?* 


Microsoft 
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■  ■  ■ . 


h  new  Microsoft®  Office  2000,  collaboration  no  long  >r 
tered  in  e-mails  or  sifting  through  multiple  versions  of  documents.  Office  20( 
easy  for  users  to  create  team  intranets  where  they  can  consolidate  all  their  best  ideas  and 
post  key  documents.  It  also  gives  teams  the  ability  to  have  in-line  discussions  within  those 


documents.  Plus,  it  allows  you  to  easily  convert  ordinary  file  servers  into  Web  servers,  giving 


you  better  indexing  capabilities  and  reducing  the  problem  of  outdated  data  in  multiple 


locations.  So  even  while  users  are  collaborating  more, 
control  than  ever  before.  To  learn  how  Office 
your  intranet  to  life,  go  to  www.microsoft.com/office/IT 


Now  with  Microsoft  Office  2 


! 


•  Help  teams  consolidate  their  best  ideas  and  post  key  documents  to  an  intranet  site 


•  Easily  turn  ordinary  file  servers  into  Web-based,  team  collaboration  platforms 

•  Enable  team  members  to  be  automatically  notified  by  e-mail  about  project  changes 


©  1999  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  the  Office  logo  and  Where  do  you  want  to  go  today?  are  either  registered  trademarks  or  trademarks  of  Microsoft  Corporation  in  the  United  States  and/or  other  countries. 
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Step  Up  or  Step  Down 

CONCLUSION  It’s  time  for  you  to  move 
into  the  enterprise  leadership  role. 

By  Warren  Bennis 

Trainsformation 

TURNAROUND  A  derailing  IT  organization  gets  back 
on  track.  By  David  Pearson 


ON  THE  COVER 

Moving  into  the  CEO  role 

takes  more  than  hard  WOfk. 

Cover  photo  by  Katherine  Lambert 


Features 

Pressure  Pointers 

INTERVIEW:  DR.  M.  GENE  ONDRUSEK  Working  too 
hard?  A  noted  psychologist  and  executive  coach  tells 
how  to  climb  to  high  places  without  succumbing  to 
high  stress.  By  David  Pearson 


Leadership 


Trail  to  the  Chief 

COVER  STORY:  CAREER  PATHS  A  question 
for  those  whose  careers  have  plateaued  at 
CIO:  Could  you  run  the  business? 

By  David  Pearson 
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Are  You  Open  lb 
A  New  Point  Of  View? 


Mow  more  than  ever,  you  need 
the  most  advanced  and  pow¬ 
erful  network  management 
software  you  can  find. 

That’s  why  so  many  network 
managers  today  are  switching  to 
Network/T™Pro.  Because  it  gives 
you  total  control — exactly  what  you 
need  to  deliver  the  quality  of  service 
your  users  have  all  been  demanding. 

Not  only  can  you  identify  the 
impact  network  problems  have  on 
your  business,  you  can  resolve  them 
before  users  are  ever  affected. 
Network/T  Pro  optimizes  performance, 
provides  enhanced  manageability,  and 
dramatically  reduces  downtime. 

It  also  provides  substantially  more 
functionality  than  any  other  network 
management  solution.  Whether  it’s 
ATM,  Frame  Relay  or  Switch,  TCP/IP 


From  the  status  of  your  WAN,  to  in-depth  perfor¬ 
mance  metrics,  Network  IT  Pro  views  your  entire 
network  from  a  business  perspective. 


or  IPX,  DECnet  or  SNA, 
Network/T  Pro  gives  you  a 
consistent  way  to  manage 
your  entire  network,  across 
any  platform,  protocol,  or 
network  operating  system. 
And  with  its  centralized, 
policy-based  approach, 
aligning  network  manage¬ 
ment  to  business  objectives 
has  finally  become  a  reality. 


Best  of  all,  Network/T  Pro  is  part  of  CA’s  family  of  acclaimed  manage¬ 
ment  products  built  on  a  common  framework.  So,  as  your  role  evolves 
to  encompass  other  enterprise  requirements,  you  can  incrementally 

ant  additional  solutions  in  an  integrated 
fashion.  Just  what  you  would  expect  from 
the  industry  leader  in  network  and  systems 
management. 

To  change  your  network  management 
point  of  view,  visit  our  website  at 

www.cai.com/ads/networkitpro  or 
call  1-877-2  GO  FOR  IT 


( COMPUTER ® 

Associates 

Software  superior  by  design. 


Hetwork/r  Pro 


©1999  Computer  Associates  International,  Inc.,  Islandia,  NY  1 1 788-7000.  All  product  names  referenced  herein  are  trademarks  of  their  respective  companies.  'Based  on  HP  OpenView  Network  Node  Manager  v6.0  as  of  3/31/99. 


YOU  COULD  HIRE 
500  PEOPLE  JUST  TO 
TEST  COMPUTER 
AND  TECHNOLOGY 
PRODUCTS. 

OR  YOU  COULD  JUST 
CLICK  HERE. 


Corporate  PCs  reviewed 


Editor’s  Choice -  _ _  Compare  printers 


High  end  gadgets  that  — 
scream  "success!” 


Gadget  trends 


Tech  jobs 


Dial-up  downloads  New  virus  strikes 


Recordable  CDs  may 
replace  ZIP  on  PCs  - 
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Watch  your  back-up 


How  fast  is  fast'? 


Two  550  MHz  PCs  break 


the  speed  limit 


Desktop  discussions 


Windows  2000:  Final  beta 


New  budget  notebook; 


Complete  specs 


What’s  the  catch? 


16  cheap  PCs  reviewed 


Mega  monitors 


—  PC  industry - - PCs  under  1700 

feeling  queasy 


Browsers.com 


Mastering  memory 
upgrades 


Service  and 


Consumer  alerts  investigates  free  PCs 


How  cheap  is  too  cheap? 


Editor’s  choice  picks 


Heavy  duty  home  PCs 


18  notebook 


modems  compared 


support  survey 

- Shooting  for  the  56K  mark 


CNET  Ructions 


What  to  look  for 


-MP3:  Topic  center 
—  Portable  music  players 


Rip-off 

revenge!  Memory  chip  prices 

inching  out  of  slump  USB  gadgets  galore 
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keyboards  reduce 
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For  your  ears  Creating  a  web-only  work  place 
—  Show  yourself  with  a  USB  Webcam 


Secrets  of  the 
PalmPiloteers 


Ructions 


Personal  lasers: 
What  to  look  for 


Email  this  story  to  a  friend 


Today’s  spot  deals 


-  Photo  printer  roundup 
Laser  multifunction  Is  anyone 

making  money? 


printers 


Cool  toys 


Teleportation, 
flying  cars,  and  more 


Photo  finish:  Best 
low-priced  image  editors 

Digital  photo  tips  and  tricks 

Digital  Photography  101 


Palm  V:  Chatting  via  infrared 


The  10  most  important 
products  of  the  90’s 


c|net 


—  Sony’s  digital  dog 


The  source  for  computers  and  technology."  C N ET.  COfTI 
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Columns 

30  Tuning  In  to  Channel  Four 

THINK  TANK  The  Internet  offers  a  new  way  to  reach 
out  and  touch  someone.  By  Tom  Davenport 

60  What's  Your  Priority? 

YEAR  2000  CHALLENGE  It  was  the  best  of  times  and 
the  worst  of  times,  but  the  road  beyond  Y2K  is  paved 
with  golden  opportunities.  By  Peter  Ruber 

64  Speedy  Systems  Become  a  Blur 

EMERGING  TECHNOLOGY  Parallel  processing  and 
clustered  computers  have  evolved  to  create  new 
parameters  for  swift  systems.  By  John  Edwards 
Groupware  Voice  Access  •  Looking  for  Trends  • 
Remote  Administration  •  A  Simple  Shelf  Life  • 
Software  for  Teamwork 


72  The  City  of  Pittsburgh's  Data  Access 
and  Integration  Solution 

WORKING  SMART  A  better-informed  police 
force  leads  to  better  customer  service. 

By  Lucie  Juneau  Patrowicz 
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14  Publisher's  Note 
16  Trendlines 

A  Matter  of  Taste  •  Privacy  for  Sale  •  Loch 
Around  the  Clock  •  What’s  the  Frequency, 
Kenneth?  •  More  Than  Just  Girl  Talk  •  Be  Your 
Own  Best  Messenger  •  What  You  Don’t  Know 
Can  Hurt  Your  Budget  •  Coming  Distractions 


Inside  Section  2 

COVER  STORY:  INTRANETS  Nike's 
intranet  helps  employees  speed  product 
information  around  the  globe. 

VIRTUAL  PRIVATE  NETWORKS  An 

automotive  industrywide  VPN  gets  a  wrench 
on  costs  that  were  always  just  out  of  reach. 

COMPANY  PROFILE  TheWeblooms 
large  in  Kodak's  future,  as  the  biggest  name 
in  film  seeks  a  new  life  with  fewer  negatives. 

NETREPRENEURS  An  ex-investment 
banker  applies  the  rules  of  natural  selection 
when  growing  a  business-brokerage  Web 
site:  Adapt  or  die. 

THE  MAIN  ATTRACTION  Areyou  ready 
for  the  next  generation  of  online  selling? 

BY  DESIGN  Back-end  integration  makes 
this  site  easy  to  maintain. 

POWER  SOURCE  The  Web  is  not  just  for 
e-commerce  anymore.  It  can  help  with  criti¬ 
cal  business  processes. 

BACK  TALK  Why  corporate  Web  sites  are 
a  waste  of  time. 


■IDG 

INTERNATIONAL  DATA  GROUP 

Board  Chairman  Patrick  J.  McGovern 

President  and  CEO  KELLY  CONL1N 

IDG  COMMUNICATIONS  INC. 

President  and  CEO  JOSEPH  L.  LEVY 
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Oracle , 


the  world's  second 


largest  software  company,  is 


Database  Use  -  Top  Web  Sites* 


No.  1 


on  the  Internet 


IBM  6% 

Microsoft  9% 


IBM  18% 


Microsoft  5% 


RDBMS  Market  Share** 


No.1 


in  database 


The  world’s  most  successful  companies  rely  on  Oracle  for  e-business.  Do  you? 


ivwu.oracle. com! ebusiness  or  call  1-800-462-0220,  ext.  25186 


ORACLE 


©1999  Oracle  Corporation.  All  rights  reserved.  Oracle  is  a  registered  trademark  of  Oracle  Corporation.  Other  names  may  be 
trademarks  of  their  respective  owners.  ^Internet  statistics  according  to  1998  Collaborative  Marketing  Survey.  **Worldwide 
RDBMS  software  revenue  statistics  for  1998,  according  to  IDC  Report  #W19026,  published  April  1999- 


In  Box 

LETTER  FROM  THE  EDITOR,  READER  FEEDBACK 
AND  HOW  TO  REACH  US 


The  world  is  changing  at  the  speed  of  a  Xeon  processor. 

When  things  change  this  fast,  it’s  impossible  to  make  the  right  calls  all  the  time. 
Those  of  us  who  like  control  start  to  feel  panicked  and  think,  Stop  the  world,  I 

want  to  get  off!  Unfortunately,  the  world  will 
keep  changing  without  us.  So  if  you  care  about 
what’s  happening,  you  have  to  stay  in  the  game. 

Instead  of  retreating  when  things  get  dicey, 

I  look  for  both  personal  coping  mechanisms 
and  business  approaches  that  make  sense  in 
such  times  of  perpetual  motion. 

On  the  business  side,  there’s  some  very 
smart  thinking  going  on  at  Diamond 
Technology  Partners  (www.diamtech.com), 
a  relatively  small  but  fast-growing  manage¬ 
ment  consulting  firm  helping  large  organiza¬ 
tions  transition  to  a  digital  economy. 
Recognizing  that  most  established  busi¬ 
nesses  are  not  set  up  to  produce  radical 
innovation,  Diamond  counsels  its  clients  to 
take  a  venture  approach  to  exploring  new  options.  This  includes 

■  Developing  a  large  number  of  different  projects  simultaneously. 

■  Setting  up  independent  organizations  to  develop  these  new  business  applica¬ 
tions,  with  their  own  officers,  measures  of  success  and  failure,  and  funding. 

■  Building  mechanisms  to  test  the  new  ventures  quickly  and  either  scale  them 
up  fast  or  kill  them  before  they  drain  too  many  resources. 

On  the  personal  side,  staying  effective  requires  being  able  to  shut  off  work — 
and  work-related  stress — at  will.  Managed  well,  stress  can  produce  extremely 
positive  results.  It  provides  focus,  urgency,  drive.  Out  of  control,  stress  can 
destroy  you  and  your  organization. 

Too  many  people  think  that  the  more  important  work  is,  the  more  necessary 
it  is  to  eat,  sleep  and  breathe  it.  While  the  lines  between  worklife  and  personal 
life  are  getting  less  linear  for  most  of  us,  they  should  never  blur.  For  instance, 
I’m  successful  when  I  work  at  home  with  the  office  door  closed,  then  take  a 
half-hour  break  to  play  a  game  vyith  my  kids  or  putter  around  in  my  garden.  I 
fail  when  I  bring  my  computer  into  the  living  room  and  try  to  do  e-mail  and 
hear  about  my  kids’  day  at  the  same  time.  As  pathetic  as  the  anonymous  CIO 
in  our  “Pressure  Pointers”  story  is  (Page  34),  we  can  all  probably  think  of  at 
least  one  time  when  we’ve  done  something  similar. 

CIOs — and  your  staffs — are  at  the  very  center  of  the  vortex  right  now,  and 
burnout  is  a  real  risk.  That’s  why  we  asked  Dr.  M.  Gene  Ondrusek,  executive 
coach  and  chief  psychologist  at  Scripps  Memorial  Flospital’s  Center  for 
Executive  Health  in  La  Jolla,  Calif.,  for  some  advice  on  how  to  cope. 

Take  some  vacation  this  summer  and  pursue  something  you  care  about 
that’s  not  work  related.  You  and  your  organization  will  be  better  for  it. 


Abbie  Lundberg 
lundberg@cio.com 


< 

X 

u 


D 

x 


©  CIO  Communications,  Inc. 


Founder  Joseph  L.  Levy 

Publisher  Gary  J.  Beach 

Editorial  Director  Lew  McCreary 

EDITORIAL 

Editor  in  Chief  Abbie  Lundberg 
Executive  Editor  Richard  Pastore;  Managing  Editor, 

Production  Cheryl  R.  Asselin;  Senior  Editors 
Howard  Baldwin,  Alice  Dragoon,  Tom  Field,  Carol  Hildebrand, 
Art  Jahnke,  Christopher  Koch,  David  Rosenbaum,  Megan 
Santosus  (Web  &  Print),  Anne  Stuart;  Features  Editors  Elaine  M. 
Cummings,  Todd  Datz,  Sandy  Kendall,  Meg  Mitchell,  Katherine 
Noyes;  Asst.  Managing  Editor,  Production  Steve  King; 
Senior  Copy  Editor  Sheila  Neylon;  Copy  Editors  Kathleen  Carr, 
Thomas  G.  Wailgum;  Senior  Writers  Gary  Abramson,  Mindy 
Blodgett,  Perry  Glasser,  Sari  Kalin,  David  Pearson,  Polly 
Schneider,  Derek  Slater;  Staff  Writer  Daintry  Duffy;  Editorial 
Researcher  Carol  Zarrow;  Editorial  Assistants  Kelli  Botta, 
Meridith  J.  Levinson,  Lynne  Zouranjian;  Editorial  Operations 
Manager  Lisa  Jayne  Kerber;  Administrative  Assistant  Stacy 
Hague;  Contributing  Editor  Sara  Shay;  Contributing  Writers 
Tom  Davenport,  John  Edwards,  Peter  Fabris,  Amy  Helen 
Johnson,  Scott  Kirsner,  Lucie  Juneau  Patrowicz,  Peter  Ruber 

DESIGN 

Group  Director,  Art  and  Design  Mary  Lester 
Art  Director  Lisa  Munroe;  Sr.  Graphic  Designers  Hana  Barker, 
Terri  Haas,  Steve  Traynor;  Graphic  Designers  Robin  M.  Macleod, 

Terri  Mitchell;  Associate  Graphic  Designers 

Kaajal  S.  Asher,  Jessica  L.  Sepe,  Chandra  Tallman 

WEB  SITE 

VP  /  Technology  and  Webmaster  Tim  Horgan 
Web  Editor  Stephen  L.  Singer;  Web  Writer  Martha  Heller; 
Senior  Web  Developer  Dagmar  Eiben;  Web  Developer  Ellen 

Morey;  Web  Research  Editor  Kathleen  Kotwica; 

Vendor  Program  Manager  Andy  Burrell 

CIRCULATION 

VP  /  Circulation  Carol  A.  Spach 
Circulation  Manager  Susan  Woodworth;  Subscription  Svcs. 
Manager  Denise  Perreault;  Circulation  Coordinator 
Tina  Pescaro;  Circulation  Assistant  KimCormican 

PRODUCTION 

VP  /  Production  Lori  Beth  Sadewitz 
Senior  Production  Manager  Resa  Altsher;  Production 
Associate  Lee  Tuttle;  Ad  Traffic  Coordinator  Chloe  Taylor 

EXECUTIVE  PROGRAMS 

Senior  VP  /  Exec.  Programs  Lynda  Rosenthal 
VP  /  Event  Development  &  Planning  Robin  L.  Azar; 
Director,  Marketing  Services  Shellie  Rapson  James;  Director, 
Program  Planning  Susan  T.  Montgomery;  Fulfillment  Manager 
Brian  Fuce;  Manager,  Ancillary  Products  Bill  Kerber;  Manager, 
Program  Operations  Cynthia  Laird;  Managers,  Program 
Development  Thomas  M.  Pitkin,  Michele  Zarella;  Program 
Marketing  Specialist  Jeremy  E.  Draper;  Administrator,  Program 
Planning  &  Finance  Sandra  J.  Hughey;  Administrator,  Exec. 
Programs  Heather  Beauton;  Coordinator,  Exec.  Programs 
Michael  Barbato;  Fulfillment  Assistants  Christina  Cyr-Pereira, 
Leah  Silver;  Meeting  Planning  Specialist  Amy  Sanderson 

MARKETING 

Senior  VP  /  Marketing  Cathy  O'Leary  Hayes 
VP  /  News  and  Information  Susan  Watson;  Media  Relations 
Executive  Karen  Fogerty;  Research  Director  Bridget 
Cammarata;  Senior  Marketing  Research  Analyst  Carolyn 
Johnson;  Marketing  Comm.  Director  Marcy  L.  Dill;  Program 
Strategist  Lisa  Wilson-Wirth;  Cust.  Service  Rep.  /  ConsultWare 
Dot  Caspersen;  Marketing  Assistants  Julie  Hanson,  Kari  Noah 

ADMINISTRATION 

Senior  VP  /  Operations  Walter  Manninen 
Assistant  to  the  Publisher  Diane  Martin;  Financial  Analyst 
Kerry  Grady;  Staff  Accountant  Stephanie  Roche;  Billing 
Administrator  Joyce  Gillis;  Office  Coordinator  Dawn  Cora 

INFORMATION  SYSTEMS 

VP  /CIO  David  Woodall;  Manager,  Network  Services  James  C. 
Burgoyne;  Manager,  Desktop  Services  Louise  Pelletier;  User 
Services  Specialist  Michael  Fahlsing;  IS  Specialist  Simon  Liang 


10  CIO  •  SECTION  1  /  AUGUST  1,  1999 


your  eyes 

and  see  what  the  world  sees.  The  Internet 
is  allowing  you  to  open  your  business  to 
customers,  suppliers— -everyone.  But  with  new 
rewards  come  new  risks.  HP  OpenView  can 
help  by  managing  the  entire  customer  expe¬ 
rience  from  the  moment  they  enter  to  the 
moment  they  leave.  Ensuring  that  it  is  nothing 
short  of  stellar,  www.openview.hp.com 

HP  OpenView 
Managing  the  next  E. 

W/ip%  HEWLETT 

mi'HM  PACKARD 


Now  you  can 


op  n 


c  1999  Hewlett-Packard  Company 
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THE  YOUNGER  CROWD 
You  got  it  wrong  in  “Leveraging  Gen  X” 
[CIO  Section  1,  April  15, 1999].  It  is  the 
parents  of  Gen  X-ers  who  want  more 
control  over  their  worklives  and  more 
flexibility  in  the  workplace.  All  the  pos¬ 
itive  adjectives  used  to  describe  the 
Gen-X  person  apply  to  people  of  all 
ages.  Who  do  you  think  taught  these  lit¬ 
tle  twits  to  be  more  self-confident  and 
independent?  Not  corporate  America! 
The  answer  is  the  parents  of  Gen  X-ers. 
We  are  the  ones  who  have  been  fighting 
tenaciously  to  change  the  atmosphere  of 
the  corporate  workplace  to  be  less  cor¬ 
porate,  more  family-oriented,  less  struc¬ 
tured  and  more  flexible.  And  there  is  a 
long  way  to  go.  I  see  examples  daily 
of  the  “intimidate,  humiliate  and  pun¬ 
ish”  method  of  management  used  by  the 
self-righteous  management  establish¬ 
ment.  The  Gen  X-ers  can  continue  the 
work  that  was  started  a  long  time  ago. 
I  hope  they  are  capable  of  handling 
the  challenge. 

Christina  Conant 

Financial  Information  Systems 
Consultant 
CieCie  Consulting 
San  Francisco 
ciecie@juno.com 

AUSSIE  INSIGHTS 
Your  field  report  from  Australia 
[“Thunder  Down  Under,”  CIO  Section 
1,  June  1,  1999]  was  right  on  target.  In 
fact,  the  great  recognition  you  gave 
CIOs  throughout  our  country  for  their 
ingenuity  and  creativity  is  long  overdue. 

Down  here  in  Oz,  a  quiet  business 
and  IT  revolution  is  underway.  The  very 
physical  features  that  make  our  nation 
so  unique — the  vastness  of  our  continent 
and  the  great  distance  to  most  of  our 
market  partners — have  forced  us  all  to 
be  more  creative  and  innovative.  Those 
very  features  have  forced  most  of  us  to 
go  global  and  compete  internationally 
more  quickly  than  similar  companies  in 
Europe  and  the  Americas. 

Senior  Editor  Howard  Baldwin  put  it 
best  [in  “Small  World,  Big  Business”] 
when  he  noted  that  we  have  a  lot  to  teach 
our  American  counterparts  about  serv¬ 
ing  global  markets — and  building  an  IT 
infrastructure  to  support  those  efforts. 

We  might  seem  quite  far  away,  but 


we’re  already  making  our  presence 
known  throughout  the  world. 

David  Merson 

CEO  and  Managing  Director 
Mincom  Ltd. 
Brisbane,  Australia 
dtm@mincom.com 

Thanks  for  your  insightful  take  on 
Oz  culture  and  technology.  One  of 
your  sidebars,  “Continental  Divide,” 
prompted  a  recollection  that  may  illus¬ 
trate  of  the  ubiquity  of  technology  Down 
Under.  Over  the  past  two  years,  I’ve 
made  several  site  visits  to  a  bank  client  in 
Brisbane.  On  one  trip,  I  shared  an  eleva¬ 
tor  with  an  unusually  attired  woman 
wielding  an  equally  unusual  shoulder 
tote.  This  black  plastic  purse  became  a 
topic  of  conversation  and,  as  she  got  off 
the  lift,  she  commented,  “It’s  an  EFTPOS 
terminal.”  The  clothing  came  into  focus 
and  I  recognized  the  woman’s  line  of 
work — um,  entertainment.  I  smiled  for 
some  time  afterward  thinking  of  the  con¬ 
vergence  of  the  world’s  newest  technol¬ 
ogy  and  oldest  profession. 

Brian  Peabody 
Vice  President  of  Information  Technology 
US  Banking  Alliance 
Atlanta 

peabody@usbankingalliance.com 

CORRECTION 

In  “Trade  Secrets”  ( CIO  Section  2,  May 
1, 1999),  we  misspelled  Nasdaq  CIO  and 
Executive  Vice  President  Gregor  S. 
Bailar’s  name.  We  apologize  for  the  error. 


How  to  Reach  Us 


E-mail:  letters@cio.com 
Phone:  508  872-0080 
Fax:  508  879-7784 

Address:  CIO  Communications  Inc., 

492  Old  Connecticut  Path,  P.O.  Box  9208, 
Framingham,  MA  01 701-9208 

WebSite:  www.cio.com 

Subscriber  Services:  800  788-4605; 

Fax:  508  879-7899; 

E-mail:  denisep@cio.com 

Reprints:  Reprints  are  available  by 
calling  RMS  at  71 7  399-1 900,  Ext.  31 . 

Letters  may  be  edited  for  length  or  clarity. 


On  Our  Web  Site 

cio.com 

http://www.cio.com 


SOUND  OFF:  TAKING 
SIDES  ON  CRITICAL 
I.T.  ISSUES 

We  want  your  opinions.  Each  week, 
we  take  a  stand  on  the  issues  that 
matter  most  to  you  and  give  you  the 
chance  to  sound  off. 
comment,  do.  com 


ASK  THE  EXPERT 

Have  a  question  about  HR  best 
practices?  You  can  pose  it  to  Robert 
Hanig,  vice  president  and  director  of 
Innovation  Associates,  an  Arthur  D. 
Little  company  in  Waltham,  Mass. 
From  now  until  Aug.  31,  Hanig  will 
be  available  to  offer  advice  on  how 
companies  can  develop  strategies  to 
increase  commitment,  foster  innova¬ 
tion  and  improve  performance  at  all 
levels  of  the  workforce. 
ask  theexpert@cio.  com 


CAREER  ADVICE 

Check  out  our  new  Q&A  for 
senior-level  IT  executives  with  Mark 
Polansky,  managing  director  of  the 
IT  practice  at  Korn/Ferry  Inter¬ 
national,  answering  your  questions. 
www. cio.com/forums/ 
executive! counselor.html 


CIO  LEADERSHIP 
RESEARCH  CENTER 

For  case  studies,  dialogues,  quizzes, 
links  and  other  leadership  resources, 
visit  CIO's  Leadership  Research 
Center  at  www.cio.com/forums/ 
leadership. 
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Your  business  is  on  the  road 
to  growth.  Are  you  ready 
to  go  the  distance? 


Request  this 
FREE  book  today!* 


PeopleSoft,  Hewlett-Packard,  and  Cisco  Systems  have  teamed  up  to  create 
an  affordable  business  solution  with  the  right  horsepower  for  small  to 
mid-size  companies.  This  solution  — PeopleSoft  Select— includes  business 
applications  running  on  highly  scalable  HP  servers  and  leverages  Cisco 
Systems'  Internet  expertise.  It  gives  you  the  eBusiness  framework  you 
need  to  help  your  company  manage  and  enable  growth. 

And  to  help  you  on  the  road  ahead,  we  are  offering  this  FREE  book, 
Creating  Value  in  the  Network  Economy.  Request  your  FREE  copy  now. 
Just  call  1  888  797  5757  or  visit  www.peoplesoft.com/go/network_2. 


•Limited  Supply 


Thai  HEWLETT 

mLTM  PACKARD 


Cisco  Systems 
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Publishers  Note 


with  Rob  Held,  then  the 

CEO  of  Chipcom,  a  networking  company  that  was  eventually  acquired  by 
3Com.  We  were  talking  about  trends  in  the  industry  and  Rob  said,  “Gary, 
only  two  things  matter  in  this  business:  bandwidth  and  storage.” 

The  bandwidth  craze  has  been  in  full  swing  for  several  years,  but  storage, 
equally  important  to  Held,  has  not  had  the  same  glamour  ride.  Few  CIOs  give 

storage  the  same  strategic  importance  as 
bandwidth  when  it  comes  to  enterprise 
infrastructure  plans. 

But  that  is  about  to  change.  Big  time. 

IDC  predicts  that  over  the  next  four  years 
the  number  of  knowledge  workers  con¬ 
nected  to  intranets  and  other  devices  they 
use  to  create  and  access  information  is 
going  to  triple.  That’s  a  lot  of  information. 
Where  will  it  reside?  How  are  your  work¬ 
ers  going  to  find  it  when  they  need  it? 

The  storage  market  has  traditionally 
focused  on  the  means  of  storage — devices 
and  infrastructures — and  not  the  ends  of 
smart  storage  strategies:  faster  access  to 
critical  corporate  information.  For  smart 
CIOs,  storage  is  not  about  storing  infor¬ 
mation.  Storage  is  about  giving  corporations  competitive  advantage 
via  quicker,  more  intuitive  access  to  information  than  their  competition. 

Mike  Ruettgers,  CEO  of  EMC  Corp.,  a  leader  in  the  storage  market, 
recently  tried  to  quantify  the  value  of  stored  information  through  a  concept 
his  public  relations  department  calls  “Ruettgers  Law.”  Ruettgers  Law  claims 
the  value  of  information  increases  exponentially  in  direct  proportion  to  the 
number  of  people  with  access  to  it.  Ruettgers  Law  got  panned  in  the  business 
press  as  a  self-serving  marketing  scheme. 

But  those  critics  were  wrong.  Conceptually,  Ruettgers  Law  works.  It  just 
needs  quantification,  which  comes  in  C/O’ s  Value  of  Information  formula. 

Here’s  how  the  formula  plays  out  at  var¬ 
ious  levels  of  users  within  an  enterprise.  ► 

Information  has  no  value  if  one  user 
hoards  it.  The  rapid  scaling  of  shared  infor¬ 
mation  among  relatively  small  groups  of 
people  accurately  reflects  why  companies 
like  Amazon.com  can  compete  with  Barnes 
&  Noble.  And  it’s  why  large  companies  can 
have  a  Six  Sigma  advantage  if  they  wisely 
lay  out  enterprise  plans  to  seamlessly  share 
information  with  thousands  of  users. 

And  best  yet,  the  formula  predicts  a 
CIO’s  job  is  never  finished  because  the 

value  of  shared  information  scales  to  infinity!  Every  day  you  can  get  better. 

What  do  you  think?  Does  this  formula  work  for  you?  Drop  me  a  note. 


CIO'S  VALUE  OF  INFORMATION 

Number  of  Users 

Value  of  Shared 
Information* 

1 

.00 

10 

.99 

50 

.9996 

100 

.9999 

500 

.99999 

1,000 

.999999 

*  Value  of  Information  =  1-1 /N2 
(N  =  number  of  users  with  access  to  information) 

Gary  J.  Beach 
gary_beach@cio.  com 
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VBPA 

▼  INTERNATIONAL* 


It's  not  that  we  can't  stop  working  on  a  client's  problem. 
It's  just  that  we  hate  to  quit  when  we're  on  a  roll. 


On  Wall  Street,  momentum  is  everything.  That's  why  we  helped  design  and  run  a  bench¬ 
mark  study  to  prove  our  Microsoft®  Windows  NT®-based  servers  can  keep  The  Nasdaq 
Stock  Market  going,  even  in  a  tidal  wave  of  transactions.  One  billion  shares  later,  it  was  still 
going  strong.  In  fact,  we  showed  it  could  handle  two  billion  shares  traded  and  scale  up  to 
four  billion  per  day.  Now,  Nasdaq  is  installing  tough,  reliable  Unisys  Aquanta™  servers  based 
on  the  Intel®  Pentium®  III  Xeon™  processor.  Because  when  the  fastest  growing  stock  market 
in  the  United  States  is  rolling,  nothing  better  get  in  the  way.  www.unisys.com 


pentium® 

xeonJ'f 

Nasdaq  is  installing  Unisys  Aquanta 
ES  5000  servers  running  on  the 
Intel®  Pentium®  III  Xeon™  processor. 


UNISYS 


We  eat,  sleep  and  drink  this  stuff. 


©1999  Unisys  Corporation.  Aquanta  is  a  trademark  of  Unisys  Corporation.  Microsoft  and  Windows  NT  are  registered  trademarks  of  Microsoft  Corporation.  Intel,  the  Intel  Inside  logo  and  Pentium  are  registered  trademarks, 
and  Pentium  III  Xeon  is  a  trademark  of  Intel  Corporation.  Nasdaq  is  a  registered  trademark  of  The  Nasdaq  Stock  Market,  Inc. 


Dean  Neikerk,  professor 
of  electrical  and  computer 
engineering  at  the  univer¬ 
sity,  based  in  Austin,  and 
one  of  the  project’s  spon¬ 
sors.  No  word  yet  on  how 
many  times  in  a  row  the 
e-tongue  can  repeat  “She 
sells  seashells  by  the 
seashore”  without  trip¬ 
ping  up.  ■ 


A  Matter  of  Taste 


light  is  shined  on  the  chip, 
it  causes  an  optical  change 
in  the  beads  that  allows 
scientists  to  analyze  the 
liquid.  One  tongue,  which 
is  about  the  size  of  a  dime, 
can  hold  around  a  hun¬ 
dred  of  these  beads,  each 
of  which  works  indepen¬ 
dently.  The  tongue  is  still 
in  development,  but 
potential  uses  include 
medical  diagnostics  such 
as  reading  blood  sam¬ 
ples — not  an  area  where 
the  human  tongue  has 
been  much  use.  And  the 
device  might  find  a  place 
in  beverage  tasting  facili- 


NEWS,  INSIGHT,  HUMOR, 

Edited  by  Sara  Shay 


ties,  where 
creating  uni 
form  taste 
is  the  name 
of  the 


game. 

The 

question  of 
whether  the  electronic 
tongue  will  ever  supplant 
human  testers  is  still  up  for 
debate.  “We’re  not  trying 
to  replace  somebody 
who’s  telling  you  if  a  bev¬ 
erage  tastes  good  or  not, 
but  using  it  to  monitor 
that  what  you  made  today 
is  the  same  as  what  you 
made  yesterday,”  says 


ELECTRONICS 


In  general, 
the  human  tongue  is  pretty 
good  at  its  job:  It  can  dis¬ 
tinguish  sweet,  sour,  salt 
and  bitter  like  nobody’s 
business.  But  scientists  at 
the  University  of  Texas  are 
working  on  an  electronic 
tongue  whose  abilities 
may  put  some  human 
tongues  out  of  work. 

The  electronic  tongue  is 
a  silicon  chip  with  small 
spherical  beads  a  little  big¬ 
ger  in  diameter  than  a  hair. 
The  beads  act  like  a  bunch 
of  tiny  test  tubes,  holding 
liquid  that’s  poured  on 
them.  When  ultraviolet 


Professor  Varun  Grover 
talks  about  consumer 
use  of  "infomediaries." 


Privacy  for  Sale 


JJJ2J  Vorun  Grover,  on  information  systems  professor  at  the  University  of  South 
Carolina  in  Columbia,  talked  with  us  recently  about  the  emergence  of  infomediaries. 
Through  these  specialized  organizations,  consumers  can  relay  information  about  them¬ 
selves  only  to  the  kinds  of  companies  they  want  to  deal  with.  Grover's  latest  book,  Making 
Business  Process  Change  Pay  Off,  is  due  out  this  fall  from  Idea  Group  Publishing. 


CIO:  Why  do  we  need  infomediaries? 
Grover:  The  infomediary  is  a  broker  of 
customer  information.  It  markets  that 
information  to  businesses  on  the  cus¬ 
tomer's  behalf,  while  at  the  same  time 
trying  to  protect  [the  customer's]  privacy. 

How  are  they  different  from  portals? 

All  the  portals  are  infomediaries  in  some 
sense.  What  we'll  see  is  pure  infomedi¬ 
aries  whose  sole  responsibility  is  to  man¬ 
age  customer  information.  Then  there 


are  hybrid  infomediaries  like  Amazon 
and  Yahoo  that  do  other  things  too. 

Who  are  the  pure  infomediaries? 

One  of  these  is  a  company  called 
Persona  Express,  which  is  a  small  privacy 
service.  Customers  go  to  its  Web  site  and 
register  their  personal  information — 
name  and  credit  card  number,  e-mail 
address,  income  and  preferences. 

Persona  uses  PricewaterhouseCoopers  to 
audit  its  privacy  and  uses  that  as  a 
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Conference  Overview 

Lynda  Rosenthal  and  Gary  Beach 

IT  Takes  Two 

The  new  role  of  partnerships  in  the 
enterprise. 

Agenda 

Detailed  information  about  general 
sessions,  business  briefings,  sched¬ 
uled  meals  and  activities  throughout 
the  conference. 

Corporate  Hosts 

During  the  conference,  our  Corporate 
Hosts,  an  exclusive  group  of  innova¬ 
tive  and  visionary  companies,  will  dis¬ 
play  a  wide  array  of  solutions  and 
services  that  address  your  strategic 
and  operational  IT  needs. 

Companion  Program 

Participation  in  our  Companion  Pro¬ 
gram  includes  all  scheduled  meals, 
receptions,  entertainment,  a  special 
companion  exercise  class  followed  by 
companion  breakfast,  and  planned 
companion  activities  during  confer¬ 
ence  hours.  Companions  may  also 
attend  the  Arthur  R.  Miller  and  Don 
Tapscott  keynote  presentations  with 
our  compliments. The  Companion 
Program  does  not  include  conference 
session  attendance  (with  the  excep¬ 
tion  of  the  keynote  presentations), 
or  participation  in  Sunday's  golf 
tournament. 

Enrollment  Form 

Register  using  our  online  enrollment 
form  at  www.cio.com/conferences; 
complete  the  form  on  the  back  of  the 
brochure  and  fax  it  to  508  879-7720; 
or  call  our  conference  hotline  at 
800  366-0246. 


Cover  illustration  by  Bob  Scott 


CONFERENCE  OVERVIEW 


IT  and  business  executives  are  increasingly  re-evaluating  their  abilities  to  com¬ 
pete  alone  in  the  next  century.  The  irreversible  globalization  of  markets,  swift 
technology  advancements,  and  new  market  opportunities  are  expanding  the  gap 
between  what  an  organization  may  want  to  achieve  and  what  it  is  able  to  real¬ 
istically  achieve  on  its  own. 

Partnerships  allow  organizations  to: 

■  extend  the  enterprise  and  maximize  strategic  advantage 
■  reduce  costs  and  increase  shareholder  value 
■  gain  reciprocal  knowledge  and  enhanced  capabilities 
■  prevent  long-term  obsolescence 

Join  your  peers  at  the  century’s  last  CIO  Perspectives®  conference,  Anatomy  of  IT 
Partnerships:  Exploring  the  Heart  of  the  Enterprise,  October  3-6,  1 999  at  the 

Hyatt  Grand  Cypress  in  Orlando  to  examine  how  organizations  increasingly  use 
unique  internal  and  external  strategic  partnerships  to  strengthen  their  market  pres¬ 
ence  and  competitive  advantage. 

Our  Wednesday  keynote  presenter,  Don  Tapscott,  author  of  Blueprint  to  the  Digi¬ 
tal  Economy:  Creating  Wealth  in  the  Era  of  E-Business ,  is  leading  two  research  initia¬ 
tives:  the  first  on  governance  and  the  changing  role  of  governments  in  the  future, 
and  the  second  on  what  the  opportunities  in  e-commerce  really  mean  for  business 
strategists  and  the  enterprise.  Tuesday  keynote  presenter,  Arthur  Miller,  highly  respect¬ 
ed  Harvard  law  professor  and  copyright  expert,  offers  insight  into  the  legal  com¬ 
plexities  of  intellectual  property  that  executives  must  consider  in  partnership  agree¬ 
ments.  Featured  presenter,  B.  Joseph  Pine  II,  co-author  of  The  Experience  Economy: 
Work  Is  Theatre  &  Every  Business  a  Stage,  discusses  the  new  economic  era  in  which 
businesses  create  authentic,  memorable  events  to  encourage  future  sustainable  growth. 
He  candidly  discusses  how  CIOs  can  deliver  ultimate  experiences  within  their  organ¬ 
izations  and  to  their  customers. 


General  Session  presenters  include  Rock  Regan,  CIO  of  the  State  of  Connecticut; 
Roger  Ham,  CIO  of  the  Los  Angeles  Police  Department;  Tom  Hanigan,  vice  president 
and  CIO  of  Pioneer  Hi-Bred  International,  Inc.;  Mike  Hughes,  CIO  ofThomas  Cook 
Travel;  Joyce  Wrenn,  CIO  of  Union  Pacific  Railroad;  James  Schmidt,  senior  vice  pres¬ 
ident  of  Technology  Services  of  the  First  National  Bank  of  Omaha;  and  Robert  Sweeney, 
executive  director  of  the  Applied  Information  Management  Institute. 

Participants  also  have  the  opportunity  to  meet  the  executives  of  our  Corporate 
Host  companies  during  a  series  of  business  briefing  sessions.  Please  take  a  few 
moments  to  turn  the  page  and  view  the  complete  agenda. 

To  enroll,  or  for  more  information,  please  visit  our  Web  site  at  www.cio.com/ 
conferences  or  complete  the  enrollment  form  on  the  back  of  this  brochure  and  fax  it  to 
508  879-7720;  or  call  our  conference  hotline  at  800  366-0246. 


Register  now  .  .  .  you  cannot  afford  to  miss  this  important  and  exciting  event. 


Regards, 


the 


Lynda  Rosenthal 

Senior  Vice  President 

General  Manager,  Executive  Programs 


Gary  Beach 
Publisher 
CIO  Magazine 
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IT  Takes  Two 

One  is  the  deadliest  number  business  ever  knew.  That’s  never  been  more  true 
than  right  now.  by  david  pearson 


Here’s  a  little-known  historical  tidbit  to  chew  on:  It  was 
Herbert  Hoover  who  inserted  the  phrase  “rugged  indi¬ 
vidualism’’  into  the  national  lexicon.  He  uttered  the  words 
in  a  1 928  campaign  speech  while  paying  homage  to  those 
Americans  “whose  stamina  and  character  and  fearless  assertion  of 
rights  led  them  to  make  their  own  way  in  life.” 


Hoover  won  the  election  and,  the  next  year,  the  stock 
market  collapsed  and  the  nation  plunged  headlong  into 
the  Great  Depression. 


“Forget  about  ‘quality’  and  ‘re-engi¬ 
neering’  and  ‘effective  use  of  infor¬ 
mation,”  says  DonTapscott,  chair¬ 
man  of  the  Alliance  for  Converging 
Technologies  in  Toronto  and  author 
of  several  bestsellers,  including  Blue¬ 
print  to  the  Digital  Economy:  Creat¬ 
ing  Wealth  in  the  Era  of  E-Business. 
“The  key  to  competitiveness  right 
now  is  business-model  innovation,  and  the  new  models 
that  work  are  partnerships.  And  they’re  whole  new  class¬ 
es  of  partnerships  —  they  make  our  old  views  of  part¬ 
nerships  look  quaint.” 


Today,  70  years  removed  from  the  worst  economic  blight 
the  country  has  known,  it  would  be  foolish  to  value 
untethered  autonomy  over  collective  might.  In  these 
times,  partnering  isn’t  just  a  contingency  option.  It’s 
often  the  differentiating  factor  between  those  who  suc¬ 
ceed  and  those  who  succumb.  The  hard  part  at  this 
moment  is  that  the  very  parameters  defining  what  con¬ 
stitutes  a  partnership  are  up  for  grabs. 


Tapscott,  keynote  speaker  at  the  fall  CIO  Perspectives  con¬ 
ference,  Anatomy  of  IT  Partnerships:  Exploring  the  Heart 
of  the  Enterprise,  has  been  studying  the  Internet  strate¬ 
gies  of  120  new,  partnership-based  businesses.  By  early 
October,  he’ll  have  insights  to  share  from  that  research. 

“We’ve  been  talking  about  partnerships  forever,  but  what 
we’re  seeing  now  is  completely  different,”  he  says.  “For 
example,  in  the  future  manufacturing  companies  won’t 
make  things,  partnerships  will.  Partnerships  will  be  the 
foundation  for  the  design,  production,  marketing,  sales 
and  support  of  products  and  services.”  What  will  be  the 
IT  executive’s  role  in  the  new  models?  Innovating  ways 


"Partnerships  will  be  the  foundation  for  the 
design,  production,  marketing,  sales  and 
support  of  products  and  services." 


to  exploit  the  Internet  to  enable  new  models  of  the  firm, 
says  Tapscott. 


None  of  this  can  take  place,  however,  if  decision  makers 
within  individual  enterprises  refuse  to  share  knowledge 
with  their  partners  inside  and  out.  Human  nature  being 
what  it  is,  that’s  a  definite  potential  scenario  in  many 


IT  TAKES  TWO 


enterprises  struggling  to  get  new  partnerships  up  and 
running.  “People  have  historically  been  very  proprietary 
about  what  they  do.  They’re  reluctant  to  give  away  what 
they  see  as  their  base  of  power,”  says  Jim  Wetherbe,  pro¬ 
fessor  at  the  University  of  Minnesota  and  Federal  Express 
Professor  at  the  University  of  Memphis  and  returning 
CIO  Perspectives  conference  moderator  for  the  1 4th  time. 
“The  question  for  them  is,  who  are 
you  trying  to  make  powerful  — 
your  company  or  yourself?” 


finer  points  of  partnering  with  folks  inside  and  outsi 
the  organization.  The  LAPD  recognized  it  would  neec 
friends  in  high  places  if  it  were  to  rise  from  the  ashes  of 
several  highly  publicized  snafus,  and  came  up  with  some 
creative  approaches  to  win  them  over  as  partners. 

First  the  department  raised  $15  million  in  contributions 


Wetherbdpas  a  few  ideas  for  IT 
executives  who  find  themselves  in 
the  ticklish  position  of  having  to 
coax  business-side  colleagues  into  sharing  intelligence. 
“Certainly  the  exhortation  to  share  information  has  to 
come  from  the  CEO,  president  or  someone  else  who  has 
the  authority  to  say,  ‘This  information  doesn’t  belong  to 
you;  it  belongs  to  the  company,”’  says  Wetherbe.  “But 
few  CIOs  recognize  how  aggressive  they  need  to  be  to 
support  that  imperative  and  make  sure  it  gets  done.” 

Of  course,  there’s  a  counterbalancing  danger  in  being 
too  willing  and  eager  to  open  the  information  pipelines 

—  and  some  of  the  gravest  peril  lies  in  the  uncharted 
legal  waters  of  inter-organizational  partnerships.  “It’s 
critical  in  entering  partnerships  that  there  be  the  clear¬ 
est  understanding  as  to  who  has  the  intellectual  prop¬ 
erty  rights  in  whatever  is  produced  by  a  joint  venture,” 
cautions  Arthur  Miller,  Esq.,  the  Flarvard  law  professor 
best-known  for  his  national  television  commentary  on 
complex  court  cases.  “It’s  not  only  a  matter  of  sorting 
out  who  will  have  the  right  to  reproduce  what,  but  also 
dealing  with  issues  raised  by  licensing  and  creating  new 
derivatives  from  the  shared  information.” 

Matters  that  were  never  part  of  a  partnership  in  the  past 

—  or  never  very  important  to  it  —  now  may  prove  to  be 
the  real  economic  core  of  a  relationship,  says  Miller.  “I’ve 
seen  lots  of  instances  in  which  the  failure  to  clarify  joint 
interests  has  proven  very  damaging,”  he  adds. 

That’s  not  to  say  fear  of  legal  exposure  ought  to 
make  anyone  partnership-shy.  Indeed,  on 
the  bright  side  of  the  law,  Roger  Ham  of 
the  Los  Angeles  Police  Department  — 
not  only  its  CIO,  but  also  a 
commanding  officer  —  has 
learned  a  few  things  about  the 


"You  have  to  develop  relationships,  let  everyone 
have  their  say,  and  make  partners  out  of  people  who 
mistrust  your  motives." 


from  corporations  and  private  individuals  for  technolo¬ 
gy.  Then  they  set  about  finding  ways  to  stretch  their 
windfall  budget.  For  example,  a  vendor  that  helped  set 
up  automated,  camera-based  ticketing  for  cars  that  run 
red  lights  shared  the  expense  of  the  implementation  — 
and  they’ll  share  in  its  fruits  by  taking  a  percentage  of 
the  revenues  it  produces. 

“You  can  have  a  cop  on  every  corner  and  crime  will  still 
take  place,”  says  Ham.  “Technology  helps  us  get  the  job 
done  in  a  much  more-cost  effective  way  than  just  put¬ 
ting  more  officers  on  the  streets.  Partnering  with  the 
community  in  myriad  ways  means  we  can  make  the  city 
a  safer  place  to  live  and  a  better  place  to  do  business.” 

Half  a  country  away,  IT  leaders  in  metropolitan  Omaha, 
Nebraska,  have  found  partnering  indispensable  to  the 
health  of  their  technology  infrastructure.  Specifically, 
they  recognized  seven  years  ago  that  the  staffing  short¬ 
age  had  become  so  dire  that  it  was  a  matter  of  join  togeth¬ 
er  or  die.  Today  Nebraska  has  a  dynamic  set  of  programs 
comprising  everything  from  applied  research  to  a  boom¬ 
ing  IT  curriculum  in  area  high  schools.  “We’re  totally 
apolitical,  and  we’re  united  in  our  desire  to  keep  this  area 
in  the  thick  of  things,  technology- wise,”  explains  Bob 
Sweeney,  executive  director  of  the  Applied  Information 
Management  Institute,  the  organizing  body  behind  the 
effort.  “That  allows  us  to  enable  our 
business,  academic  and  government 
communities  to  come  together  in  a 
non-threatening  way  and  work  on 
problems  that  we  all  have,  but 
that  no  individual  entity  could 
solve  on  its  own.”  Sweeney 
will  be  joined  onstage  in 
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|ndo  by  two  active  AIM  members,  Joyce  Wrenn,  CIO 
)f  the  Union  Pacific  Railroad,  and  Jim  Schmidt,  senior 
president  ofTechnology  Services  at  the  First  Nation¬ 
al  Bank  of  Omaha. 

The  Nebraska  students  getting  a  taste  of  technology  would 
appreciate  the  message  B.  Joseph  Pine  II  has  lately  been 
spreading.  Co-author  of  The  Experience  Economy:  Work 
is  Theatre  &  Every  Business  a  Stage,  Pine  says  that,  as  the 
agricultural  age  gave  way  to  the  industrial  age 
earlier  this  century,  the  service  economy 
is  now  moving  past  peak  and  giving 
way  to  a  new  era.  “We’re  moving 
to  an  economy  of  experiences 
—  memorable  events  that 
engage  each  customer  in  an 
inherently  personal  way,”  he 
says.  “IT’s  role  will  be  to  partner 
with  business  so  it  can  stage  the  experi¬ 
ences  the  customer  will  demand.” 


was  buffeted  at  every  turn  by  unions,  the  media,  legisla¬ 
tors,  vendors  and  employees.  Then  he  could  only  watch 
as  the  initiative  went  belly-up.  By  the  time  the  ordeal  had 
ended,  he  had  learned  some  hard  lessons  about  partner¬ 
ing.  “When  consesus  counts,  innovation  is  not  always 
rewarded,”  he  says.  “You  have  to  develop  relationships, 
let  everyone  have  their  say,  and  make  partners  out  of  peo¬ 
ple  who  mistrust  your  motives.  After  all,  if  you  don’t  have 
buy-in,  you  don’t  have  real  partners.” 


And  if  you  don’t  have  strong  partnerships 
of  the  contemporary  kind  —  bold, 
dynamic  and  innovative  alliances  that 
make  your  enterprise  far  greater  than  the 
sum  of  all  its  parts  —  you  don’t  have  a 
future. 

Senior  writer  David  Pearson  may  he 
reached  at  dpearson@cio.com. 


Asked  how  at  Orlando  this  fall  he 
might  convince  an  audience  of  skep¬ 
tics  of  the  certainty  of  such  a  prog¬ 
nostication,  Pine  says  he  believes  the 
underlying  framework  of  his  pres¬ 
entation  will  bear  out  its  gravity. 
“We’ve  already  seen  one  epochal  shift 
in  our  lifetime,”  he  says.  “Twenty 
years  ago  people  mourned  the  ‘hol¬ 
lowing  out’  of  our  manufacturing 
base,  crying  that  doomsday  had 
arrived.  Well,  manufacturing  is  now 
less  than  20  percent  of  the  gross 
domestic  product,  and  the  Internet 
is  the  greatest  force  of  commoditi¬ 
zation  ever  —  for  both  goods  and 
services.  This  is  no  fad;  it’s  another 
epochal  shift.” 

Gregg  "Rock"  Regan  knows  a  thing 
or  two  about  seismic  events,  the 
chaotic  effects  they  spawn  and  the 
importance  of  strong  partnerships  in 
weathering  them.  CIO  of  the  State 
of  Connecticut,  he’s  had  to  live  up 
to  his  nickname  as  he’s  endeavored 
to  outsource  the  entire  IT  operation 
of  that  state’s  government.  First  he 


Digital  Dynamos 

In  the  new  economy,  partnerships  will  prevail 


From  Don  Tapscott's  latest  book,  "Blueprint  to  the  Digital 
Economy:  Creating  Wealth  in  the  Era  of  E-Business":  A  clear 
framework  and  strict  regimentation  worked  on  many 
battlefields  and  marketplaces  of  the  past. The  role  of  the 
overarching  infrastructure  of  the  firm  or  army  was  clear  and 
indivisible. 


But  today,  as  Riel  Miller,  a  collaborator  of  the  Alliance  for 
Converging  Technologies,  puts  it: 

"The  Net  changes  what  is  possible.  It  opens  up  new  horizons  for  what  is  eco¬ 
nomically  and  practically  feasible.The  costs  of  information  and  coordination 
are  dropping.  More  than  ever  we  are  in  a  position  to  create  wealth  by 
adding  knowledge  to  each  product  at  each  step." 

So  how  are  these  developments  changing  the  nature  of  the  firm?  What  are 
the  new  concepts  to  be  implemented  for  success  in  the  new  economy? 

Most  important  is  the  concept  of  community  —  much  touted  but  little 
understood.  Relationships,  both  business-to-business  and  business-to-con- 
sumer  —  are  key  as  firms  learn  to  co-evolve  in  online  business  communities. 

Driven  by  the  need  to  reduce  supply-chain  costs  and  respond  more  quickly 
to  end-user  demands,  communities  of  companies  are  using  networks  to 
trade  with  one  another  and  create  products  or  services  that  draw  on  the  tal¬ 
ents  of  many  players.  Digitally  savvy  firms  in  every  industry  are  beginning  to 
use  this  model  to  establish  the  conditions  for  value  creation  and  dominance. 

Every  attendee  will  receive  a  complimentary  copy  of  Tapscott's  latest  work. 
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SUNDAY,  October  3 


11:30  a.m. 

The  Leaderboard  Classic 
Golf  Tounament 

Hosted  by  Cabletron  Systems  and 
Lockheed  Martin  Corp. 

3  p.m.  -  6 p.m. 

Conference  Registration 

7  p.m.  —  9  p.m. 

Welcome  Reception  and  Registra¬ 
tion 

9 p.m.  -  midnight 

Hospitalities/Networking 


MONDAY,  October  4 


7:30  a.m.  —  8:30  a.m. 

Breakfast 

8:30  a.m.  -9  a. m. 

Welcome,  Opening  Remarks  and 
KnowPulseSM  Poll 

CIO  magazine 

The  KnowPulse  (“Knowledge”)  poll, 
an  ongoing  opinion  poll  conducted 
by  CIO  magazine,  captures  IT  and 
business  executives’  perspectives  on 
current  topics  in  the  news.  Past  polls 
have  been  covered  by  CIO  magazine, 
as  well  as  other  prestigious  media 
organizations,  including  CNN, 
Newsweek,  The  Wall  Street  Journal, 
and  U.S.  News  &  World  Report. 


9  a.m.  -  9:45  a.m. 

Interorganizational  Partnering: 
Competitive  Advantage  Through 
Information  Sharing 

Dr.  Jim  Wetherbe 

Professor 

University  of  Minnesota 

Federal  Express  Professor 

University  of  Memphis 

Conference  Moderator 

Since  the  possession  of  information 
denotes  power,  interorganizational 
information  sharing  has  traditionally 
been  problematic.  However,  organi¬ 
zations  are  learning  that  enormous 
cost-reducing  competitive  advantage 
is  available  when  they  partner  in  ways 
that  allow  them  to  share  their  infor¬ 
mation  resources. 

In  this  session,  Wetherbe  will  pro¬ 
vide  colorful  and  dramatic  examples 
of  how  competitive  advantage  can  be 
gained  through  information  sharing. 

9:45  a.m.  -  10:45  a.  m. 

Partners  in  Travel 

Mike  Hughes 

CIO 

Thomas  Cook  Travel 

Thomas  Cook  is  one  of  the  world’s 
largest  travel  and  financial  services 
companies,  and  its  Global  Traveler 
Services  business  handles  the  needs  of 
travelers  anywhere  in  the  world,  24 
hours  a  day.  With  a  single  call,  cus¬ 
tomers  gain  access  to  a  comprehensive 
range  of  services  that  include  hotel, 
plane  and  car  reservations;  emergency 


cash  within  ten  minutes;  translation 
and  courier  services;  and  medical  and 
legal  assistance  worldwide.  This  global 
call  center  handles  thousands  of  calls 
per  day  in  more  than  30  languages. 
Hughes  shares  the  planning,  analysis 
and  implementation  of  this  world- 
class  call  center  and  its  unique  busi- 
ness-to-business  role. 

10:45  a.m.  -  11:15  a.m. 

Coffee  Break 


11:15  a.m.  —  12:30 p.m. 

Omaha  AIMs  High:  A  Model 
Business/Education  Partnership 


Jim  Schmidt 

Senior  Vice  President 
Technology  Services  Division 

First  National  Bank  of 
Omaha 


Robert  Sweeney 
Executive  Director 

Applied  Information  Man¬ 
agement  Institute  (AIM) 


K#  J°yce  Wrenn 

ft  ifcJH  CIO  and  Vice  President  of 

|§^fc<yj|  Information  Technologies 

Union  Pacific  Railroad 

The  AIM  Institute  was  created  in 
1992  as  a  non-profit  membership 
organization  composed  of  corporate, 
academic,  and  state  and  local  govern¬ 
ment  members  to  support  Omaha 
and  Nebraska’s  IT-related  business 
growth.  Over  the  past  seven  years, 
AIM  has  focused  on  secondary  and 
post-secondary  IT  curriculum,  con¬ 
tinuing  education,  research  and  labor 
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availability  within  the  state. 

Wrenn  and  Schmidt  discuss 
their  partnerships  with  AIM  member 
organizations  have  helped  to  bridge 
the  critical  IT  communications  and 
skills  needs  within  their  organiza¬ 
tions. 


4  p.m.  -  4:50  p.m. 

Business  Briefings 


:30  p.m.  —7  p.m. 

Reception 

Gather  to  share  today’s  experiences 
with  each  other  and  our  Corporate 
Hosts. 


12:30  p.m.  —  1:30  p.m. 

Luncheon 

1:30  p.m.  —  2:45  p.m. 

Welcome  to  the  Experience  Economy: 
Strategies  for  the  Next  Era  of  Business 

HB.  Joseph  Pine  II 

Co-author 

The  Experience  Economy: 
Work  Is  Theatre  &  Every 
Business  a  Stage 

The  service  economy  of  the 
last  30  years  is  about  to  be 
superseded  by  an  “experi¬ 
ence”  economy  in  which 
businesses  distinguish  themselves  by 
orchestrating  authentic,  compelling 
and  memorable  experiences.  By  look¬ 
ing  beyond  traditional  business  mod¬ 
els,  Pine  provides  a  blueprint  for  a 
new  economic  era  to  encourage 
future  sustainable  growth  in  organiza¬ 
tions  that  engage  clients  in  inherently 
personal  ways.  Pine  offers  a  creative, 
highly  original  and  eminently  practi¬ 
cal  strategy  for  CIOs  to  script  and 
stage  the  experiences  that  will  trans¬ 
form  the  value  of  what  they  produce 
by  delivering  ultimate  experiences 
within  their  organizations  and  for 
their  customers. 


2:4 5  p.m.  —  3:35  p.  m. 

Business  Briefings 


7  p.m.  —  midnight 

Hospitalities/Networking 


TUESDAY,  October  5 


7:30  a.m.  -  8:30  a.m. 

Breakfast 


8:30  a.  m.  -  9:30  a.  m. 

Private-Public  Partnerships: 
Are  They  Really  Possible? 


Rock  Regan 

CIO 

State  of  Connecticut 


In  an  effort  to  significantly  improve 
the  effectiveness  of  its  government 
services,  the  State  of  Connecticut 
embarked  on  a  unique  IT  outsourc¬ 
ing  initiative  to  turn  over  the  man¬ 
agement  of  its  entire  IT  operations  to 
a  private  vendor.  Although  contract 
negotiations  were  eventually  termi¬ 
nated  and  the  state  decided  to  pro¬ 
ceed  with  the  modernization  in- 
house,  Regan  was  able  set  a  precedent 
in  exploring  external  partnerships  for 
other  states  to  follow.  He  will  discuss 
the  state’s  negotiations  with  employ¬ 
ees,  unions,  legislators,  media,  ven¬ 
dors  and  citizens,  while  addressing 
lessons  learned  for  other  public  and 
private  sector  CIOs. 


9:30  a.m.  —  10:15  a.m. 

Creating  a  New  Agricultural 
Enterprise:The  DuPont/Pioneer 
Hi-Bred  Story 


Thomas  Hanigan 

CIO 

Pioneer  Hi-Bred 
International 


DuPont,  the  world’s  16th  largest 
U.S.  industrial/service  provider  and 
Pioneer  Hi-Bred,  the  world’s  largest 
seed  manufacturer  are  committed  to 
improving  life  all  over  the  world. 
These  two  research  and  manufactur¬ 
ing  giants  have  announced  their 
impending  merger,  promising  more 
efficient  research  and  development 
and  innovative  products  to  enhance 
the  quality  of  life.  Developing  a  plan 
to  merge  cultures  has  proved  to  be  a 
significant  IT  challenge. 

How  do  you  merge  diverse  tech¬ 
nology  organizations  that  differ  in 
their  core  competencies?  DuPont 
relies  heavily  on  external  partnerships 
and  has  a  decentralized  approach 
while  Pioneer  Hi-Bred  has  a  recog¬ 
nized  centralized  management  style 
and  in-house  information  technology 
architecture.  Each  has  realized  success 
in  its  approach  and  implementation 
of  technology  and  information  man¬ 
agement.  Hanigan  discusses  how  this 
partnership  and  the  blending  of  each 
company’s  core  competencies  and 
management  styles  are  being  carefully 
calculated  and  considered.  He  identi¬ 
fies  the  steps  taken  in  examining, 
testing  and  re-inventing  each  compa¬ 
ny’s  individual  partnerships. 

10:15  a.m.  —  10:45  a.m. 

Coffee  Break 
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10:45  a.m.  -  noon 

IT  Partnerships  —  The  Heart  of 
Life  on  the  Beat 

Roger  W.  Ham 

CIO 

Los  Angeles  Police 
Department 

As  the  world’s  twelfth  largest  econo¬ 
my  with  over  1 5  million  residents, 

Los  Angeles  is  at  the  forefront  of 
media  and  entertainment  access,  man¬ 
ufacturing  innovation,  scientific 
advancement,  academic  research  and 
technological  advancement.  With  its 
goal  to  reduce  crime  and  the  fear  of 
crime  in  this  thriving  metropolis,  the 
Los  Angeles  Police  Department 
(LAPD)  has  made  significant  changes 
to  redefine  itself  as  a  safer  and  more 
attractive  location  to  do  business.  The 
department  has  developed  a  compre¬ 
hensive,  coherent  and  coordinated 
approach  to  providing  police  and 
security  services,  with  particular 
emphasis  on  community  policing. 
Partnerships  with  federal,  state,  and 
local  agencies,  technology  corpora¬ 
tions,  universities  and  community 
advisory  boards  have  created  opportu¬ 
nities  for  funding  support  of  major 
technology  initiatives.  Ham  discusses 
how  these  alliances  have  reduced 
crime  in  the  area  to  a  level  lower  than 
the  state  average. 

Question  and  Answer  with  Roger 
Ham  Moderated  by  Arthur  Miller 

Noon  -  1  p.m. 

Luncheon 

1  p.m.  —  1:50  p.m. 

Business  Briefings 

2  p.m.  —  2:50  p.m. 

Business  Briefings 

3  p.m.  —  3:50  p.m. 

Business  Briefings 

3:50  p.m.  —4:15  p.m. 

Coffee  Break 


4:15  p.m.  —  5:30  p.m. 

What  CIOs  Need  to  Know 
About  Intellectual  Property 


Arthur  R.  Miller 
Professor  of  Law 

Harvard  Law  School 


Today’s  CIO  must  know  the  basics 
about  intellectual  property  law  in 
order  to  ensure  that  his/her  organiza¬ 
tion  does  not  engage  in  acts  of  copy¬ 
right  or  patent  infringement  or  jeop¬ 
ardize  important  information  property 
rights.  Copyright  law  has  been  com¬ 
pletely  transformed  by  modern  tech¬ 
nology  into  one  of  the  most  dynamic 
and  important  areas  of  contemporary 
law.  In  the  last  two  decades,  copyright 
protection  has  been  recognized  in  soft¬ 
ware,  databases  and  computer-generat¬ 
ed  works.  These  forms  of  expressive 
information  are  now  among  the  most 
valuable  of  corporate  assets  —  making 
their  protection  and  the  avoidance  of 
their  infringement  absolutely  critical. 
What  are  the  basic  rules  that  ensure 
maximum  protection  is  secured  and 
the  risks  of  infringement  minimized? 
Miller  discusses  the  guidelines  for 
these  objectives,  as  well  as  the  implica¬ 
tions  of  Internet  communication  to 
assure  that  corporate  copyrights  are 
protected  and  infringement  avoided. 


5:30  p.m.  —  7  p.m. 

Reception  with  Arthur  Miller 


8:30  a.m.  —  10:30  a.m. 

E-Business  Communities 
and  the  Creation  of  Wealth 


BLUEPRINT 


DIGITAL 


ECONOMY 


DonTapscott 

Chairman 

The  Alliance  for  Converging 
Technologies 

Author,  Blueprint  to  the 
Digital  Economy:  Creating 
Wealth  in  the  Era  of 
E-Business 

The  key  to  competitiveness 
in  the  digital  economy  is  business 
model  innovation.  New  models  are 
emerging  that  are  about  as  different 
from  the  integrated,  industrial  age 
corporation  as  they  were  from  the 
feudal  craft  shop  of  the  prior  agrarian 
economy.  The  traditional  organization 
is  being  usurped  by  e-business  com¬ 
munities  —  the  emerging  model  for 
wealth  creation  and  successful  com¬ 
merce.  Digitally  savvy  organizations  in 
every  industry  are  changing  business 
models  to  establish  the  conditions  for 
value  creation  and  dominance.  Mar¬ 
keting,  advertising  and  the  creation  of 
brands  are  all  turned  upside-down  in 
this  new  world.  Tapscott  describes  the 
different  types  of  e-business  commu¬ 
nities  —  open  markets,  aggregators, 
value  chains  and  alliances  —  with 
examples  of  business  strategy  changes 
and  the  role  of  the  IT  executive  in 
achieving  transformation. 


WEDNESDAY,  October  6 


7:30  a.m.  —  8:15  a.m. 

Breakfast 

8:15  a.m.  —  8:30  a.m. 

KnowPulseSM  Results 


Abbie  Lundberg 

Editor  in  Chief 

CIO  magazine 


Lundberg  will  present  the  results  of 
Monday  morning’s  poll. 


10:30  a.m.  —  11  a.m. 

Coffee  Break 


11  a.m.  —  11:30  a.m. 

Question  &  Answer  Session  with 
Don  Tapscott 

11:30  a.m.  —  11:45  a.m. 

Closing  Remarks 
Jim  Wetherbe 
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Business  Briefings 


Making  Customer  Profitability 

Measure  Up 

Paul  Zaffaroni 

Services  Division  Leader 

Acxiom  Corporation 

How  does  a  savvy  CIO  respond  to 
today’s  constantly  changing  business 
landscape  and  build  a  framework  to 
create  strategic  advantage  for  the 
enterprise?  By  organizing  and  provid¬ 
ing  access  to  data  inside  and  outside 
the  organization,  a  savvy  CIO  can  use 
customer  information  for  customer 
acquisition  and  retention  for  many 
other  profitability  levers  within  the 
company.  CIOs  can  implement  cus¬ 
tomer  rerention  models  that  can  mul¬ 
tiply  ROI  and  create  additional  mod¬ 
els  to  predict  early  defection. 

As  the  CIO  tears  down  silos  of 
data  within  the  business  and  over¬ 
comes  obstacles  presented  by  legacy 
systems,  he/she  is  able  to  capitalize  on 
the  impact  customer  knowledge  can 
have  as  an  enterprise  change  agent. 

Delivering  a  Higher  Form  of 
Enterprise  Business  Intelligence 

Katherine  Glassey 

Co-founder  and 
Chief  Technology  Officer 

Brio  Technology 

More  so  than  at  any  other  time  in 
history,  delivery  and  use  of  corporate 
data  is  critical  for  organizational 
growth  and  survival.  Only  now  has 
the  infrastructure  existed  to  connect 
disparate  systems  and  provide  infor¬ 
mation  access  across  the  enterprise, 
regardless  of  its  format  and  who 
needs  to  use  it  and  where.  For  today’s 
extended  enterprise  —  from  cus¬ 
tomers,  suppliers  and  partners  to 
internal  end  users  of  all  skill  levels  — 
business  intelligence  for  the  enterprise 
is  not  what  it  used  to  be.  In  this  ses¬ 
sion,  Glassey  reveals  five  common 
misconceptions  about  business  intelli¬ 
gence,  and  discusses  ways  to  derive 
higher  value  and  achieve  competitive 
advantage  throughout  the  enterprise. 


Anatomy  of  an  E-Commerce 
Partnership 

Henry  Fiallo 

Executive  Vice  President 
and  CIO 

Cabletron  Systems,  Inc. 

In  developing  and  deploying  an 
e-commerce  strategy,  companies 
need  to  be  visionary  while  looking  to 
streamline  their  business  processes. 
You  must  first  understand  your  inter¬ 
nal  strengths,  weaknesses,  external 
opportunities  and  threats  (S.W.O.T. 
analysis).  Increasingly,  companies  in 
all  industries  are  implementing 
e-commerce  solutions  to  gain  the 
competitive  edge.  Most  of  these 
companies  strive  to  offer  faster  cus¬ 
tomer  service,  superior  hosting  capa¬ 
bilities,  and  extended  global  points  of 
presence.  But,  for  a  more  efficient 
and  less  painful  e-commerce  deploy¬ 
ment,  companies  shouldn’t  go  it 
alone.  Indeed,  by  forming  strategic 
partnerships  with  leading  players  in 
e-commerce  development,  companies 
can  ensure  themselves  a  more  success¬ 
ful  site  with  a  higher  return  on 
investment. 

In  this  session,  Fiallo  discusses  the 
essentials  to  building  a  successful 
e-commerce  partnership.  He  explores 
some  of  the  keys  to  finding  the  right 
partner,  as  well  as  break  down  the 
roles  each  company  should  play  in 
completing  the  project. 

Does  Your  Front  End  Know  What 
Your  Back  End  is  Doing? 

■ Sam  Spadafora 
J**  President  and  CEO 

C  Chordiant  Software,  Inc. 

For  large  consumer  companies,  the 
Web  raises  significant  challenges:  why 
is  it  important  to  integrate  electronic 
commerce  centers  with  traditional 
customer  centers  such  as  branch 
offices  and  call  centers?  Can  large  con¬ 
sumer  companies  leverage  e-business 
while  maintaining  continuity  with 
existing  operations?  Can  call  centers 
mirror  the  pace  of  change,  the  popu¬ 
larity,  and  the  personalization  of  elec¬ 


tronic  commerce?  Will  the  Web  ulti¬ 
mately  overtake  the  call  center  and 
traditional  operations?  Or  will  the 
Web  be  integrated  into  existing 
organizations? 

As  e-commerce  becomes  increasing¬ 
ly  accepted,  savvy  companies  are  lever¬ 
aging  their  existing  resources  to  extend 
and  expand  their  customer  relation- 
ship-building  efforts.  Spadafora  will 
discuss  strategies  that  global  consumer 
companies  are  using  today  to  unite 
their  customer  relationship  manage¬ 
ment  operations  from  the  branch 
office  to  the  Web  to  the  call  center. 


Anatomy  of  an  IT  Partnership 


Jeff  Biggs 

Senior  Director,  NT  Systems 
Engineering 

LEXIS-NEXIS 


Courtesy  of  Compaq 
Computer  Corporation 


Strategic  partnerships  between  IT 
companies  enable  them  to  expand 
their  business  markets  in  scope  and 
quality.  The  partnership  between 
Compaq  and  LEXIS-NEXIS  demon¬ 
strates  the  synergy  of  leveraging  each 
company's  core  competencies. 
LEXIS-NEXIS  delivers  high  quality, 
value-added,  decision  support  infor¬ 
mation  and  services  to  their  cus¬ 
tomers.  The  alliance  that  LEXIS- 
NEXIS  has  forged  with  Compaq  has 
provided  numerous  benefits.  Compaq 
has  delivered  leading  edge  technology, 
quality  hardware,  responsive  service, 
competitive  pricing,  and  the  opportu¬ 
nity  to  influence  future  designs  and 
technology.  Compaq  has  benefited 
from  the  relationship  by  collaboratin 
with  LEXIS-NEXIS  in  building  a 
modern  Web  environment. 


To  enroll. 
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at 


or 
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Revenue  Generation 
Through  Visualization 

Sandeep  Divekar 

Senior  Vice  President 
Visualization  Strategy 

Computer  Associates 
International,  Inc. 

E-commerce  is  now  growing  into  a 
multi-billion  dollar  opportunity  for 
companies  that  are  technology  savvy. 
Some  applications  involve  enhancing 
existing  business  models,  while  others 
involve  creating  entirely  new  ones. 

But  along  with  these  new  opportuni¬ 
ties  comes  the  new  problem  of  attract¬ 
ing  and  retaining  customers  through 
the  Web.  Design  of  compelling  con¬ 
tent  through  visualization  technology, 
including  3-D,  sound  and  animation 
is  critical  to  the  success  of  this  new 
breed  of  application. 

Storage...  At  the  Heart  of  Your 
Enterprise 

Peter  Gibbs 

Director  of  Marketing,  CLARiiON 
Advanced  Storage  Division 

Data  General  Corporation 

Providing  continuous  access  to  critical 
business  information  demands  a 
strategic  focus  on  storage.  Since  stor¬ 
age  can  account  for  more  than  half  of 
the  IT  infrastructure  cost,  it  is  rapidly 
becoming  the  most  valuable  and  polit¬ 
ical  issue  in  businesses  today 
Advanced  storage  technology  can 
leverage  the  productivity  of  IT  organi¬ 
zations  and  enable  businesses  to  pro¬ 
tect  and  optimize  their  most  competi¬ 
tive  corporate  asset  —  information. 

Fibre  channel  and  storage  area  net¬ 
works  (SANs)  are  driving  dramatic 
changes  in  the  IT  landscape,  much 
like  the  effect  Ethernet  had  in  client- 
server/LAN  computing.  Understand¬ 
ing  the  benefits  of  these  new  technolo¬ 
gies  and  how  they  are  being  applied  to 
enterprise  storage  has  never  been  more 
important.  Gibbs  will  explore  where 
high-availability  enterprise  storage  is 
headed  and  what  it  can  mean  to  the 
success  of  your  IT  organizations. 


Project  Oracle  —  EDS  and  Delphi 
Automotive  Systems:  A  Case  Study 
on  Total  Customer  Collaboration 

Peter Janak 
Vice  President  and  Cl O 

Delphi  Automotive 
Systems 

Wes  Arrington 

President 

EDS  Delphi  Group 

On  schedule.  On  budget.  Achieved 
customers’  demanding  production 
readiness  requirements.  Those  state¬ 
ments  precisely  defined  the  outcome 
of  Project  Oracle,  a  mission-critical, 
global  business  and  systems  project 
that  enabled  Delphi  Automotive  Sys¬ 
tems  to  go  from  a  General  Motors 
subsidiary  to  a  $28.3  billion,  NYSE 
publicly-traded  Fortune  36  company 
on  February  5,  1999,  in  only  108 
days.  The  primary  challenge  of  the 
project,  co-led  by  EDS,  GM  and 
Delphi,  was  to  allow  Delphi  to  split 
its  systems  from  GM  to  enable  Del¬ 
phi  to  operate  as  an  independent 
company. 

Listen  and  learn  how  the  compa¬ 
nies  collaborated.  Explore  the  process 
that  enabled  the  cloning  of  125  sys¬ 
tems  in  the  US  and  Brazil  for  finan¬ 
cial,  human  resources  and  other  func¬ 
tional  areas;  collected  and  analyzed 
information  on  almost  900  software 
vendors;  and  designed  and  deployed 
a  computing  and  communications 
infrastructure  to  support  Delphi’s 
operating  needs.  Examine  the  bene¬ 
fits  and  possible  pitfalls  of  a  collabo¬ 
rative  IT  partnership. 


Using  the  Internet  to  Maximize  the 
Value  of  Your  Enterprise  Relation¬ 
ships  —  How  to  Put  Analytical 
Applications  to  Work  for  You 

Roger  Siboni 
President  and  CEO 

E.piphany,  Inc. 

The  Internet  is  the  new  corporate 
backbone  for  establishing  a  customer 
supply  chain  —  beginning  within  the 
enterprise  and  extending  externally. 
With  Web-based  analytic  applica¬ 
tions,  a  company  can  now  identify 
and  differentiate  its  most  valuable 
customers.  The  company  can  interact 
with  the  customers  and  customize 
their  products  and  services  on  a  one- 
to-one  basis.  Siboni  will  demonstrate 
how  specific  companies  are  using 
these  analytic  applications  to  gain  a 
single  integrated  view  —  one  that 
connects  information  from  ERP,  lega¬ 
cy,  e-commerce,  third-party  and 
front-office  sources.  He  will  also 
illustrate  how  these  organizations 
infuse  new  customer  data  back  into 
the  supply  chain  in  which  informa¬ 
tion  now  flows  seamlessly  throughout 
the  enterprise  —  helping  to  build 
lifetime  relationships  with  customers 
—  and  creating  a  competitive  advan¬ 
tage  for  the  company. 
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Focus  on  the  Customer 
Information  Technology  I 

John  Parkinson 
Chief  Technologist  and 
Head  of  Global  Solutions 
E-Business  Group 

Ernst  &  Young  LLP 
National  Consulting 
Services 

Many  factors  in  the  technology  land¬ 
scape,  most  critically  the  Internet, 
have  made  it  essential  for  the  IT 
organization  to  understand  what  cus¬ 
tomers,  both  direct  and  indirect,  want 
from  the  technologies  with  which  they 
interact.  Learning  to  take  the  cus¬ 
tomer’s  point  of  view  will  be  a  critical 
competency  for  successful  IT  organi¬ 
zations  in  the  future,  and  the  basis  for 
a  new  kind  of  business  partnership. 
Building  this  competency  will  not  be 
easy,  yet  the  effort  cannot  take  too 
long  or  alternative  sources  for  technol¬ 
ogy  enablement  will  rapidly  displace 
internal  groups.  Parkinson  discusses 
some  of  the  essential  strategies  for 
transforming  the  IT  organization  into 
a  truly  customer-centric  culture. 

Analytic  Applications:  Leveraging 
Business  Information  as  a  Strategic 
Weapon 

Daniel  Druker 

Vice  President 
,  Product  Marketing 

Hyperion  Solutions 

Analytic  applications  dramatically 
increase  competitive  advantage  by 
deriving  knowledge  from  the  raw  data 
generated  or  stored  in  ERP  systems, 
data  warehouses,  and  other  opera¬ 
tional  systems  —  knowledge  that 
enables  managers  across  organizations 
to  make  better,  faster  decisions  that 
significantly  improve  the  bottom  line. 

Druker  will  discuss  the  latest 
trends  in  the  fast-growing  market  for 
analytic  applications,  and  how  these 
solutions  foster  partnerships  between 
IT  and  individual  lines  of  business  as 
organizations  strive  to  deliver  critical, 
actionable  information. 

Druker  addresses  how  to  leverage 


analytic  applications  for  business 
reporting,  analysis,  modeling  and 
planning;  extending  ERP  and  transac¬ 
tion  processing  systems  with  an  enter¬ 
prise  platform  for  ad-hoc  analysis  and 
enterprise  reporting  solution;  and 
optimizing  enterprise-wide  business 
analysis  and  information  delivery  sys¬ 
tems  to  adapt  to  organizational 
changes  and  market  volatility. 

Web  Sites  Are  Just  the  Tip  of  the  Ice¬ 
berg  ...  It's  What  was  Below  the 
Water  that  Sank  the  Titanic 

Towney  Kennard 

Vice  President 
Enablement  Services 

IBM  Corporation 

The  wonderful  thing  about  electronic 
commerce  is  immediacy  and  reach. 
How  many  virtual  storefronts  have 
gone  global  in  minutes? 

The  flip  side  is  ...  immediacy  and 
reach.  If  your  site  fails  to  perform, 
your  problems  are  instantly  visible. 
One  bad  experience  will  frustrate  your 
employees  and  partners,  and  send 
your  customers  to  the  competition. 

Kennard  believes  that  in  the  rush 
to  get  Web  sites  up  and  running,  the 
“business”  side  of  e-business  can  be 
taken  for  granted.  Proper  planning, 
design,  systems  management,  security, 
testing  and  recovery  services  are  the 
basis  for  a  successful  Web  site.  He  also 
sees  the  CIO’s  role  as  critical  for 
ensuring  a  successful  site. 

The  E-commerce  Thrust:  Exploiting 
the  Full  Potential  of  the  Web 

Mark  Leary 

Vice  President 

IDC 

The  advent  of  e-commerce  is  radically 
altering  the  way  organizations  do 
business.  More  than  just  a  new  rev¬ 
enue  source,  e-commerce  is  funda¬ 
mentally  a  new  model  for  enhancing 
customer  relationships  and  business 
practices,  including  alliances  and  part¬ 
nerships. 

Making  sure  that  the  “e”  portion 
of  an  e-commerce  thrust  is  in  line 
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with  current  business  expectations  — 
and  is  able  to  readily  adapt  to  those 
ever-intensifying  demands  —  has 
become  the  number-one  focus  for  IT 
management. 

Within  an  e-commerce  environ¬ 
ment,  the  IT  infrastructure  — 
servers,  networks,  software,  databases 
and  staff  —  becomes  a  vital  business 
conduit.  How  should  CIOs  respond 
to  the  mounting  pressure  for  more 
timely  and  accurate  information, 
higher  speed  and  wider  ranging 
access,  and  absolute  integrity?  Leary 
highlights  technologies,  solutions  and 
practices,  as  well  as  the  risks  and 
rewards  associated  with  leading 
e-commerce  projects. 

Leading  with  E-Business:  A  Success 
Story  from  Intel 

Sandra  K.  Morris 

Vice  President  and  Director 
Internet  Marketing  and 
E-Commerce 

Intel  Corporation 

The  rise  of  e-business  has  added 
additional  layers  of  complexity  to 
many  corporate  Internet  strategies. 
The  value  to  the  company  is  obvious: 
improved  customer  service  and 
expanded  sales  coverage.  However, 
the  development  and  maintenance  of 
these  systems  can  be  daunting. 

Morris  will  discuss  how  to  develop 
a  worldwide  deployment,  including 
strong  encryption;  how  to  prioritize 
features  and  functionality;  how  to  use 
the  Web  site  to  complement  existing 
business  channels;  and  how  to  meas¬ 
ure  success. 
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Information  Continuance: 
Integrated,  Independent  and 
Intelligent  Solutions  for  the 
Enterprise 

Nora  Denzel 

Senior  Vice  President 
Product  Operations 

Legato  Systems,  Inc. 

Today,  customers  are  telling  us  that 
they  must  increasingly  leverage  their 
corporate  data  assets  to  make  timely 
and  knowledgeable  business  deci¬ 
sions.  To  do  so,  they  require  a  solu¬ 
tion  that  is  complete,  open  and  inte¬ 
grated.  However,  all  too  frequently, 
data  and  applications  are  still  man¬ 
aged  independently.  As  a  result,  busi¬ 
nesses  are  having  difficulty  scaling 
their  information  systems  across  a 
variety  of  platforms  —  and  across 
their  enterprise.  And  the  steadily 
shrinking  “backup  window”  further 
impedes  their  ability  to  implement 
time-critical  decisions. 

Denzel  will  discuss  how  businesses 
must  manage  data  movement  across 
the  enterprise  to  make  the  most  of 
their  data  assets  and  enhance  cus¬ 
tomer  value.  She  explains  how  to 
deploy  the  infrastructure  and  technol¬ 
ogy  necessary  for  effective  manage¬ 
ment  of  data  movement. 


Managing  a  Successful  Electronic 
Commerce  Project 

Bert  Gallo 

President 

Retex 

Courtesy  of  Lockheed  Martin 
Corporation 

How  should  your  company  effectively 
conceive,  develop  and  deploy  an 
information  technology  project  in  this 
new  world  of  e-commerce  (EC)? 

What  makes  this  type  of  undertaking 
different  from  your  traditional  client 
server,  imaging,  datawarehousing  or 
other  information  technology  proj¬ 
ects?  Where  does  EC  and  your  infra¬ 
structure  information  base  intersect? 
Take  a  journey  through  a  successful 
EC  project  to  learn  about  partnership 
roles,  management  techniques  and  les¬ 
sons  learned. 

Real  World  Communications:  Power¬ 
ful  Choices  to  Advance  Your  Business 

Mary  Ann  Littler 

Director  of  Enterprise 
Marketing 

Worldwide  Marketing 

Lucent  Technologies 

A  communications  revolution  is  tak¬ 
ing  place  and  this  is  affecting  every 
aspect  of  communications  —  from 
the  network,  to  the  enterprise,  to 
your  fingertips.  Network  infrastruc¬ 
tures  that  were  once  separate  and  dis¬ 
tinct  —  voice,  data,  wired  and  wire¬ 
less,  premise  and  wide  area  —  are 
merging  together. 

These  advancements  are  creating 
applications  that  transform  a  con¬ 
verged  infrastructure  into  a  competi¬ 
tive  asset  —  an  asset  that  lowers  costs, 
increases  revenue,  enables  better  cus¬ 
tomer  service  and  removes  the  barri¬ 
ers  of  time  and  space.  Littler  will  dis¬ 
cuss  how  and  why  CIOs  must 
manage  these  networks  and  applica¬ 
tions  effectively  while  delivering  the 
greatest  reliability  and  availability. 


Application  Flow  Management  in 
Business  Critical  Networks 

Michael  Szabados 
Vice  President  of  Marketing 

NetScout  Systems,  Inc. 

In  the  typical  enterprise,  the  business 
operates  at  the  application  layer,  while 
traditional  tools  are  confined  to  the 
device  and  connectivity  layers.  Appli¬ 
cation  Flow  Management  (AFM)  is  a 
method  of  managing  enterprise  net¬ 
works  by  tracking  applications  flows 
and  their  impact  on  the  network. 
AFM-based  monitoring  illuminates  all 
aspects  of  network  traffic,  focusing  on 
the  applications  at  the  heart  of  the 
business:  ERPs,  supply  chain  manage¬ 
ment  systems,  collaborative  front 
office  applications,  and  a  host  of  other 
Internet  and  intranet  applications. 

AFM  provides  accurate  real-time 
and  historical  information  about 
application  performance  and  network 
availability,  and  information  for  pri¬ 
oritizing  traffic  flows,  tuning  network 
and  application  performance,  and 
planning  for  growth. 
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Merging  Traffic  Ahead:  A  Practical 
Roadmap  to  Unified  Networks 

Lloyd  Carney 

President 

Enterprise  Data  Solutions 

Nortel  Networks,  Inc. 

The  convergence  of  data  and  telepho¬ 
ny  applications  is  creating  opportuni¬ 
ties  for  organizations  to  enhance  cus¬ 
tomer  service,  improve  operating 
efficiencies  and  flexibility,  and  elimi¬ 
nate  redundant  equipment  and  serv¬ 
ices  from  network  infrastructure. 

Carney  leads  a  roundtable  at 
which  several  top  CIOs  will  share 
ideas  and  address  your  questions  for 
managing  the  opportunities  and  chal¬ 
lenges  posed  by  network  convergence. 
The  session  addresses  how  organiza¬ 
tions  are  preparing  their  network 
infrastructure  for  the  integration  of 
data  and  telephony  applications. 
Carney  identifies  the  best  strategies 
for  staging  and  phasing  investments  in 
converged  network  services;  which 
applications  are  being  driven  by  the 
convergence  of  voice,  data  and  video, 
and  how  they  are  being  used  to 
improve  business  practices;  and  how  a 
unified  voice  and  data  network  can 
simplify  management,  reduce  operat¬ 
ing  costs  and  improve  asset  utilization. 


Can  Your  Data  Center  Do  This? 

Jeff  Pancottine 
Vice  President  of  Marketing 

Sequent  Computer 
Systems 

Unix  or  NT?  Distributed  or  central¬ 
ized?  Virtual  or  physical?  OLTP  or  e- 
commerce?  The  answer  is  yes.  Pancot¬ 
tine  will  define  and  describe  the 
“new”  data  center;  one  that  is  capable 
of  adapting  to  changing  business 
requirements  while  keeping  pace  with 
the  latest  technology  breakthroughs. 
Participants  will  take  a  closer  look  at 
a  flexible  data  center  architecture 
model  and  an  operating  system  strate¬ 
gy  needed  to  support  new  age  appli¬ 
cations  and  e-business  solutions.  He 
will  also  use  specific  real-world  exam¬ 
ples  and  industry  insights  to  highlight 
the  changing  role  of  the  current  data 
center. 

Next-Generation  Networks:  Chang¬ 
ing  the  Way  You  Do  Business 

Kathryn  A.  Walker 

Vice  President 
Product  Management 

Sprint  Business 

Businesses  today  face  a  challenging 
array  of  issues,  from  providing  superi¬ 
or  customer  service  to  building  a 
skilled  workforce  to  moving  products 
to  market  more  quickly.  But  imple¬ 
menting  IT  solutions  that  serve  the 
needs  of  businesses  in  a  changing 
environment  are  becoming  far  less 
challenging,  thanks  to  the  advent  of 
next-generation  networks.  By  offering 
n,ew  communications  applications 
that  better  link  internal  and  external 
stakeholders  —  employees,  customers, 
telecommuters,  branch  offices,  Web 
site  visitors  and  so  forth  —  next-gen¬ 
eration  networks  make  creative  solu¬ 
tions  possible  for  businesses’  most 
critical  communications  problems. 
Walker  will  offer  a  case  study  in  devel¬ 
oping  such  solutions. 


Multimedia  Communications  in  a 
Web-Connected  World 


a  Paul  Johnson 

Managing  Director,  Equity 

BancBoston  Robertson 
Stephens 

Courtesy  of  VideoServer,  Inc. 


The  result  of  the  massive  and  rapidly 
growing  adoption  of  the  World  Wide 
Web  has  had  a  dramatic  effect  on  the 
world’s  telecommunications  net¬ 
works.  The  challenges  of  meeting  the 
demands  for  IP  data  connectivity 
generated  by  over  100  million  users 
are  compounded  by  growth  of  up  to 
5%  a  month.  For  the  first  time,  a  sin¬ 
gle  network  pipe  can  carry  any  and 
every  type  of  media  simultaneously. 

As  a  direct  result  of  this  new  land¬ 
scape,  the  multimedia  communica¬ 
tions  industry  will  change.  The  con¬ 
vergence  of  data,  text,  voice  and  video 
enabled  applications  will  break  down 
the  boundaries  of  traditional  markets. 
Similarly,  the  rapidly  increasing  pro¬ 
portion  of  broadband  connected 
homes  brings  comparable  access  to 
bandwidth  from  both  the  home  and 
office  for  many  users,  blurring  the 
distinction  between  public  and  pri¬ 
vate  enterprise.  Johnson  reviews  the 
trends  that  are  impacting  the  shape  of 
the  multimedia  communications 
industry  and  highlights  the  key 
threats  and  opportunities  for  the  large 
enterprise. 
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ACXIOM 
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Acxiom  can  help  CIOs  tap  into  the 
valuable  data  captured  in  operational 
systems  and  make  it  part  of  an  accu¬ 
rate,  comprehensive  and  accessible 
warehouse  of  customer  inlormation 
—  ultimately  enabling  you  to  deliver 
timely  and  appropriate  information 
to  end  users  throughout  the  enter¬ 
prise.  Acxiom’s  expertise  in  data  inte¬ 
gration  assists  you  in  transforming 
data  into  customer  knowledge  to 
drive  powerful  decision  support 
applications. 

Acxiom  Corporation,  voted  one  of 
Fortune  magazine’s  “  1 00  Best  Com¬ 
panies  to  Work  for  in  America,”  pro¬ 
vides  a  wide  spectrum  of  data  prod¬ 
ucts,  data  integration  services, 
modeling  and  analysis,  and  informa¬ 
tion  technology  outsourcing  services 
to  major  U.S.  and  international 
firms.  For  more  information,  please 
visit  www.acxiom.com  or  e-mail  us  at 
info@acxiom.com. 


11  Brio 
Kl  Technology 

Brio  Technology,  Inc.  [Nasdaq: 
BRYO]  is  a  leading  provider  of 
enterprise  business  intelligence  soft¬ 
ware.  Brio  develops,  markets  and 
supports  an  integrated  business  intel¬ 
ligence  (BI)  platform  that  provides 
the  most  complete  range  of  enter¬ 
prise-ready  products  designed  to 
improve  the  ability  of  business  pro¬ 
fessionals  to  make  timely,  fact-based 
business  decisions.  The  Brio  BI  plat¬ 
form  enables  organizations  to  build 
and  deliver  enterprise  reporting, 
business  intelligence  and  analytical 
applications  to  users  in  intranet  and 
extranet  environments,  and  enables 
customers  to  derive  higher  business 
value  from  their  existing  ERP,  data 
mart,  data  warehouse  and  other 
enterprise  applications.  Brio  has 
commercial  relationships  with 
companies  such  as  Ffewlett  Packard, 
IBM,  Microsoft,  Oracle,  PeopleSoft, 
SAP  and  Sun  Microsystems.  Brio 
Technology  is  based  in  Palo  Alto, 

CA,  and  can  be  reached  at 
877-279-BRIO  or  on  the  World 
Wide  Web  at  www.brio.com. 


caBLeTRon 

_ SYsrems 


Cabletron  Systems  —  a  recognized 
leader  in  high-performance  networking 
solutions  —  has  provided  reliable 
LAN,  WAN,  ATM  and  remote  access 
communications  to  millions  of  people 
throughout  the  world.  Among  its 
many  customers  are  Fortune  1000 
companies;  service  providers  and  tel¬ 
cos;  federal,  state  and  local  government 
agencies;  universities  and  academic 
institutions;  health  care  and  financial 
institutions;  small  businesses  and 
more. 

Through  its  award-winning  tech¬ 
nology  backed  by  an  unrivaled  service 
and  support  organization,  Cabletron 
is  your  e-business  communications 
specialist. 

©Chordiant® 

SOFTWARE,  INC. 

Chordiant  Software  builds  customer 
relationship  management  applications 
tailored  for  business-to-consumer 
companies,  serving  traditional  and 
e-business  environments,  with  a  single 
view  of  the  consumer. 

Unlike  Web-only  and  customer 
relationship  point  solutions,  Chor- 
diant’s  flagship  product,  Chordiant 
CCS  —  Customer  Communications 
Solution  —  embraces  new  customer 
communications  methods  while  lever¬ 
aging  existing  ones. 

Chordiant  unifies  Web,  branch  and 
call  centers  through  a  single  customer 
model  that  integrates  all  services,  offer¬ 
ings  and  business  goals.  As  a  result, 
Chordiant  allows  enterprises  to  retain 
customers  and  grow  revenue  by 
enabling  more  sophisticated  relation¬ 
ships. 
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COMPAQ 

Compaq  Computer  Corporation, 

a  Fortune  Global  100  company,  is 
the  second  largest  computer  compa¬ 
ny  in  the  world  and  the  largest  global 
supplier  of  computer  systems.  Com¬ 
paq  develops  and  markets  hardware, 
software,  solutions,  and  services, 
including  industry-leading  enterprise 
computing  solutions,  fault-tolerant 
business-critical  solutions,  network¬ 
ing  and  communication  products, 
commercial  desktop  and  portable 
products,  and  consumer  PCs.  The 
company  is  an  industry  leader  in 
environmentally  friendly  programs 
and  business  practices.  Compaq 
products  are  sold  and  supported  in 
more  than  100  countries  through  a 
network  of  authorized  Compaq  mar¬ 
keting  partners.  Customer  support 
and  information  about  Compaq  and 
its  products  are  available  at 
www.compaq.com  or  by  calling 
800-OK-COMPAQ.  Product  infor¬ 
mation  and  reseller  locations  are 
available  by  calling  800-345-1518. 


(aOMP 

/.SSOC 


UTER 
fSSOCIATES 

Software  superior  by  design. 


Computer  Associates  International, 
Inc.  was  founded  in  1976  with  three 
employees.  Today,  with  over  $6.5  bil¬ 
lion  in  annual  revenue,  the  Islandia, 
NY-based  company  has  a  true  global 
presence,  with  16,000-plus  employ¬ 
ees  in  more  than  43  countries. 
Throughout  the  years,  our  mission 
has  remained  the  same:  to  provide 
mission-critical  solutions  that  run 
businesses.  That’s  all  we  do.  And  it’s 
this  single-minded  focus  that  enables 
us  to  deliver  superior  software  and 
services  for  all  kinds  of  businesses. 


iw  Data  General 


Data  General  ( www.dg.com )  special¬ 
izes  in  providing  open  storage  sys¬ 
tems,  servers  and  services  for  cus¬ 
tomers  worldwide  in  industries  such 
as  healthcare,  retail/distribution, 
manufacturing  and  financial  services. 
Data  General’s  CLARiiON  high- 
availability,  full  fibre  channel  storage 
solutions  feature  flexible,  scalable, 
SAN-ready  products  for  UNIX  and 
Windows  NT  platforms.  Our  Intel 
architecture-based  AViiON  servers 
offer  enterprise  solutions  using 
NUMA  technology  for  Windows  NT 
and  high-end  UNIX  platforms. 
AViiON  servers,  ranked  number  one 
in  the  Windows  NT  midrange  server 
market,  provide  a  robust  foundation 
for  such  strategic  applications  as  ERP 
and  data  warehousing. 


EDS 


EDS  is  a  professional  services  firm 
that  applies  consulting,  information 
and  technology  in  innovative  ways  to 
enable  clients  to  improve  their  overall 
performance. 

Through  an  “end-to-end”  portfo¬ 
lio  of  services  that  includes  all  aspects 
of  electronic  business,  EDS  is  the 
provider  of  choice  for  thousands  of 
leading  businesses  and  governments 
around  the  globe.  EDS’  business  is 
making  clients  more  successful.  The 
company  works  with  its  clients  to 
extend  their  enterprises  and  catapult 
them  ahead  of  the  competition.  It 
provides  thought  leadership  and  cre¬ 
ates  measurable  value  by  unleashing 
the  full  potential  of  information  and 
technology. 

For  more  information  about  EDS, 
please  visit  www.eds.com. 


e.piphany 


E.piphany  is  an  industry  leader  in 
analytic  applications  that  offer  Web- 
based  efficiency  and  ease  of  use.  The 
E.piphany  e.4  System  connects  and 
analyzes  customer  data  from  inside 
and  outside  the  enterprise  —  from 
ERP,  legacy,  e-commerce  and  third- 
party  sources.  And,  since  it  was  built 
using  open  industry  standards,  the 
E.piphany  e.4  System  easily  interfaces 
with  all  customer  touchpoint  sys¬ 
tems,  including  Web,  e-mail,  sales 
force  automation  and  call  center: 


HI  Ernst  &  Young  llp 

From  Thought  to  Finish  ~ 

Ernst  &  Young  LLP,  a  leading  profes¬ 
sional  services  firm,  today  operates 
one  of  the  world’s  largest  and  most 
influential  management  consulting 
practices.  Our  business  improvement 
professionals  create  and  implement 
solutions  for  clients  that  help  them  to 
improve  operational  efficiencies, 
grow  their  companies  and  use  capital 
effectively.  E&Y  consultants  work 
with  leading  companies  all  over  the 
world  on  large-scale  business 
improvement,  organizational  change 
and  information  technology  initia¬ 
tives  to  achieve  measurable  and  rap¬ 
idly-realized  business  value.  As  a  lead¬ 
ing  electronic  commerce  strategies 
and  solutions  provider,  E&Y  enables 
clients  to  rapidly  respond  to  market 
changes  and  gain  critical  first-mover 
advantage  in  new  markets. 


To  enroll, 


,  visit  our 


at 


or 


us  at 


CONFERENCE  HOSTS 


HEWLETT 

PACKARD 


® 


INTERNETWORKING 
POWERED  BY  B  B  N 


GTE  Internetworking,  a  unit  of  GTE 
Corporation  (NYSE:  GTE)  offers  cus¬ 
tomers,  from  consumers  to  Fortune 
500  companies,  a  full  spectrum  of 
integrated  Internet  services  using  IP 
networking  technologies.  GTE  Inter¬ 
networking  delivers  complete  network 
solutions,  including  dial-up  and  dedi¬ 
cated  Internet  access,  high-perform¬ 
ance  Web  hosting,  virtual  private  net¬ 
works  (VPNs),  managed  Internet 
security,  network  management, 
enhanced  IP  services,  systems  integra¬ 
tion  and  Web-based  application  devel¬ 
opment  for  integrating  the  Internet 
into  business  operations.  More  about 
GTE  Internetworking  can  be  found 
on  the  Internet  at  www.bbn.com. 


Hewlett-Packard  Company  (HP) 

—  a  leading  global  provider  of  com¬ 
puting  and  imaging  solutions  and 
services  for  business  and  home  —  is 
focused  on  capitalizing  on  the  oppor¬ 
tunities  of  the  Internet  and  the  pro¬ 
liferation  of  electronic  services.  It  is 
the  second-largest  computer  supplier 
in  the  world,  with  computer-related 
revenue  in  excess  of  $39.5  billion  in 
its  1998  fiscal  year.  HP  has  123,000 
employees  worldwide  and  had  total 
revenue  of  $47.1  billion  in  its  1998 
fiscal  year. 

HP  is  extending  its  acknowledged 
worldwide  leadership  position  in 
enterprise  computing  to  the  Internet 
and  intranet  marketplace,  specifically 
in  the  area  of  e-services.  An  e-service 
is  any  asset  that  is  made  available  via 
the  Net  to  drive  new  revenue  streams 
or  create  new  efficiencies.  The  win¬ 
ners  in  the  world  of  e-services  will  be 
those  companies  that  determine  how 
to  turn  their  assets  into  services  deliv¬ 
ered  via  the  Net.  These  services  will 
be  modular  and  combine  and  recom¬ 
bine  to  solve  problems,  complete 
transactions  and  make  life  easier. 


Hyperion* 

Hyperion  gives  today’s  knowledge 
workers  the  “freedom  to  succeed” 
with  software,  services  and  partner 
offerings  that  help  them  understand 
and  optimize  their  businesses.  More 
than  5,500  organizations  worldwide 
use  Hyperion’s  family  of  market-lead¬ 
ing  packaged  analytic  applications, 
OLAP  server  technology  and  tools. 
More  than  300  leading  data  ware¬ 
housing,  OLAP  tools,  services,  ERP, 
packaged  application  and  platform 
alliance  partners  extend  the  value  of 
Hyperion’s  products  and  services  to 
deliver  maximum  flexibility  and 
choice  to  customers. 


Take  advantage  of  new  business 
opportunities  in  the  electronic  mar¬ 
ketplace.  IBM’s  world-class  e-business 
services  help  customers  conduct 
e-business  transactions  easily  and 
securely  over  the  Internet,  while 
building  profitable,  Web-based 
relationships. 

IBM  has  innovative  end-to-end 
solutions  with  unmatched  technical 
expertise,  regardless  of  vendor  or 
platform.  IBM  Global  Services  can 
help  you  capitalize  on  the  next  gener¬ 
ation  of  growth  for  your  company 
and  e-business,  to  maximize  prof¬ 
itability  and  gain  a  competitive 
advantage. 
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International  Data  Corporation 

(IDC)  is  a  leader  in  delivering  reliable 
and  insightful  IT  data,  analysis  and 
opinions.  Founded  in  1964,  this 
worldwide  organization  employs  more 
than  500  industry  analysts  who  cover 
the  full  spectrum  of  technology  and 
management  areas.  Rigorous  primary 
research,  unsurpassed  knowledge  of  IT 
suppliers,  in-depth  competitive  views, 
innovative  negotiating  tools,  broad 
technology  coverage  and  on-point 
analysis  combine  for  a  powerful 
resource,  providing  you  with  practical, 
real-world  analysis  and  advice.  In  a 
rapidly  changing  technology  market, 
IT  professionals  rely  on  IDC  for  clari¬ 
fication,  validation  and  guidance  in 
their  tactical  and  strategic  IT  decision 
making. 

IDC  delivers  all  this  value  in  a  one- 
stop  research  and  advisory  service  that 
provides  IT  professionals  with  unri¬ 
valed  convenience,  cost  savings  and 
flexibility.  IDC’s  35  years  of  experi¬ 
ence  and  knowledge  as  the  watchdog 
of  the  IT  industry  can  help  you  realize 
maximum  value  and  ROI  from  the 
dollars  you  spend  applying  IT  to  busi¬ 
ness  strategy. 

Visit  IDC’s  Web  site  at 
www.idc.com/itadvisor  or  call 
800-343-4952  ext.  4773  for  more 
information. 


intel. 

When  Intel  introduced  the  micro¬ 
processor  in  1971,  it  forever  changed 
the  way  business  worked.  Today, 
companies  incorporate  Intel  architec¬ 
ture-based  solutions  across  their  busi¬ 
ness  and  IT  environments:  from 
high-performance,  low-cost  servers  to 
power  the  Internet,  to  high  perform¬ 
ance  systems  for  e-business  and 
OLTP  needs. 

Intel,  the  world’s  leading  chipmak- 
er,  is  also  a  leading  manufacturer  of 
computer,  networking  and  communi¬ 
cations  products. 

For  more  information  on  Intel  and 
its  role  in  business  computing,  visit 
its  Web  site  at  www.  intel.  com/ 
businesscomputing. 


II  LEGATO 

Legato  Systems,  Inc.  (NASDAQ: 
LGTO)  develops,  markets  and  sup¬ 
ports  an  integrated  set  of  enterprise 
storage  management  software  prod¬ 
ucts  for  heterogeneous  client/server 
computing  environments.  Large  cus¬ 
tomers  around  the  world  select  the 
Company’s  solution  because  of  its 
reliability,  platform  independence  and 
unique  ability  to  seamlessly  integrate 
with  existing  and  future  computing 
environments.  Legato’s  storage  man¬ 
agement  software  has  become  the  rec¬ 
ognized  de  facto  standard  with  the 
largest  installed  base,  representing 
over  60,000  customers,  protecting 
more  than  5  million  systems.  The 
company’s  NetWorker,  BusinesSuite, 
SmartMedia,  Celestra,  FullTime  and 
GEMS  products  are  also  licensed, 
resold,  or  endorsed  by  major  vendors. 
For  more  information,  contact 
Legato  at  www.legato.com,  or  call 
650-812-6000. 


Lockheed  Martin  Corporation  has 

emerged  as  the  business  and  technol¬ 
ogy  solutions  partner  of  choice  for 
clients  who  demand  competitive, 
value-added  innovation  in  their 
information  systems.  With  $5  billion 
in  IT  sales  and  more  than  45,000 
information  professionals  worldwide, 
Lockheed  Martin  offers  business  and 
IT  architecture  services,  applications 
and  systems  integration,  and  infor¬ 
mation  processing  operations  for 
commercial  and  government  cus¬ 
tomers.  Our  experience  spans  30 
years  of  information  management  for 
clients  in  markets  such  as  retail, 
manufacturing,  distribution,  health 
care,  finance  and  insurance,  as  well  as 
state  and  local  governments. 


Lucent  Technologies 

Bell  Labs  Innovations 


Increasingly,  business  customers  want 
end-to-end  communications  solu¬ 
tions  that  address  all  their  needs.  As 
you  look  to  optimize  your  voice,  data 
and  video  networks,  you  are  also 
looking  for  ways  to  protect  the 
investments  you  have  made  in  these 
networks.  From  single-site  establish¬ 
ments  to  global  organizations,  we 
work  closely  with  our  customers  to 
deliver  solutions  in  support  of 
unique  business  objectives.  Lucent 
Technologies  is  connecting  ideas, 
commerce  and  people  all  around  the 
world.  Visit  www.lucent.com  for  more 
information. 


To  enroll. 


,  visit  our 


at 


or 


us  at 


CONFERENCE  HOSTS 


gf  NetScout. 

w*  Because  the  network  is  the  business ~ 

NetScout  Systems  designs,  develops, 
manufactures,  markets  and  supports 
an  integrated  family  of  products  that 
enables  businesses  and  service 
providers  to  manage  the  performance 
of  computer  networks  and  important 
business  software  applications.  Our 
products  include  data  collection 
devices,  consisting  of  probes  and  soft¬ 
ware  agents  that  collect,  aggregate  and 
perform  detailed  analysis  of 
computer  network  and  application 
data,  and  analytical  software  that 
provides  real-time  network  and  appli¬ 
cation  performance  information  in  a 
user-friendly,  graphical  format. 


a 


NORTEL 

NETWORKS 

Nortel  Networks  works  with  cus¬ 
tomers  worldwide  to  design,  build 
and  deliver  communications  and  IP- 
(Internet  Protocol)  optimized  net¬ 
works  —  Unified  Networks  that  cre¬ 
ate  greater  value  for  customers 
worldwide  by  delivering  integrated 
network  solutions  spanning  data  and 
telephony.  Customers  include  public 
and  private  enterprises  and  institu¬ 
tions;  Internet  service  providers;  local, 
long-distance,  cellular  and  PCS  (Per¬ 
sonal  Communications  Services) 
communications  companies;  cable 
television  carriers;  and  utilities.  Nor¬ 
tel  (Northern  Telecom),  one  of  the 
worlds  largest  suppliers  of  digital  net¬ 
work  solutions,  and  Bay  Networks,  a 
leader  in  the  worldwide  data  net¬ 
working  market  merged  in  1998  to 
create  Nortel  Networks.  Bay  Net¬ 
works  is  a  wholly  owned  subsidiary  of 
Nortel  Networks.  Core  competencies 
include:  large-scale  design  and  imple¬ 
mentation;  global  network  sales,  serv¬ 
ice  and  support;  technology  innova¬ 
tion  and  application;  account  and 
distribution  channel  management; 
customer  partnering;  and  manage¬ 
ment  of  globally  diversified  resources. 


Sprint 


Sequent  Computer  Systems,  the 

leader  in  Intel  -based  systems  for  the 
data  center,  is  committed  to  the  suc¬ 
cess  of  its  end-user  and  system  inte¬ 
grator  customers.  Sequent’s  platform 
architectures  and  services  are  opti¬ 
mized  for  the  scalability,  availability 
and  manageability  requirements  of 
corporate  and  institutional  data  center 
environments  leveraging  industry 
standard  technologies  and  best-of- 
breed  partnerships. 


Sprint  is  a  global  communications 
company  —  at  the  forefront  in  inte¬ 
grating  long  distance,  local  and  wire¬ 
less  communications  services,  and 
one  of  the  world’s  largest  carriers  of 
Internet  traffic.  Sprint  builds  and 
operates  the  United  States’  only 
nationwide,  all-digital,  fiber-optic 
network  and  is  the  leader  in  advanced 
data  communications  services.  Sprint 
has  $14  billion  in  annual  revenues 
and  serves  more  than  16  million  busi¬ 
ness  and  consumer  customers. 


VideoServer 

VideoServer,  Inc.  develops  multi- 
media  networked  conferencing  appli¬ 
cations  enabling  people  in  multiple 
locations  to  communicate  together 
using  any  combination  of  audio, 
video  and  data  information. 
VideoServer  connects  employees, 
customers  and  partners  reliably  by 
providing  seamless  integration  of 
networked  conferencing  over  LANs, 
WANs  and  any  IP-  or  circuit-based 
network.  VideoServer  products  are 
known  for  their  high  performance, 
ease  of  use  and  robust  feature  set  for 
networked  conferencing  within  large 
enterprises,  ISPs,  carriers,  government 
agencies  and  educational  institutions. 


tt  Grand  Cyi 


■  Orlando,  Florida 


The  Hyatt  Regency  Grand  Cypress  is 
an  exclusive,  1 , 500-acre  resort  of 
timeless  beauty.  From  your  own 
private  balcony,  you'll  witness  the 
gentle  blending  of  the  resort's 
natural  elegance  into  design  themes 
represented  in  guestrooms,  suites 
and  exclusive  Regency  Club  accom¬ 
modations. 


Steps  from  your  door  are  unparal¬ 
leled  recreational  choices, including 
Orlando's  renowned  theme  parks 
and  attractions.  A  45-hole  Jack 
Nicklaus-designed  championship 
golf  course,  including  an  18-hole 
Scottish-style  links,  is  minutes  away. 
You  can  also  practice  your  serve  at  a 
world-class  racquet  facility,  including 
lighted  clay  and  hard-surface  courts, 
or  saddle  up  at  the  resort's  equestri¬ 
an  center  for  complete  instruction 
and  trail  rides. 


ACCOMMODATIONS 


Hyatt  Grand  Cypress 

ORLANDO  FLORIDA 


To  enroll 


visit  our 


at 


or 


us  at 


ENROLLMENT  FORM 
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Please  visit  our  Web  site  at  www.cio.com/conferences  or 
Fax  to  508  879-7720.  You  may  also  Call  us  at  800  366-0246 
or  Mail  the  completed  form  to:  Executive  Programs, 

CIO  Communications,  Inc.,  D3620,  Boston,  MA  02241-3620. 


NAME 


TITLE 


COMPANY 


ADDRESS 


MAIL  STOP 


CITY 


STATE 


ZIP  CODE 


PHONE 


FAX 


E-MAIL 


COMPANY  WEB  SITE  ADDRESS 


WHAT  IS  YOUR  INDUSTRY? 


WHAT  ARE  YOUR  ORGANIZATION'S  ANNUAL  REVENUES  OR  ASSETS? 


WHAT  IS  YOUR  ANNUAL  IT  BUDGET? 


YOUR  NAME  AS  YOU  WANT  ITTO  APPEAR  ON  YOUR  BADGE 


NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 


HOTEL  ACCOMMODATIONS 

We  urge  you  to  make  your  reservations  early  by  calling  the  hotel  at 
407  239-1234  and  identifying  yourself  as  part  of  the  CIO  conference  to  receive 
the  conference  rate.  CIO  will  make  hotel  reservations  for  government/ 
military  participants  only.  Be  sure  to  guarantee  your  room  with  a  credit 
card,  as  all  unreserved  or  unguaranteed  rooms  will  be  released  on  August  29, 
1999.  Hotel  reservations,  cancellations  and  charges  are  your  responsibility.  If 
a  CIO  conference  Enrollment  Form  is  not  received  within  48  hours  of  making 
your  hotel  reservation,  your  room  will  be  released  from  the  CIO  room  block. 

TRANSPORTATION 

United  Airlines  is  the  official  conference  carrier.  For  discounted  airfare,  call  IDG 
Travel  at  800  743-4432  and  reference  the  CIO  Perspectives  conference.  AVIS  is 
the  official  car  rental  provider.  Call  AVIS  at  800  331-1 600  and  reference  B766657. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in  advance  of  the  meeting.  Fee  includes  con¬ 
ference  sessions,  business  briefings,  Corporate  Host  displays,  conference  materials 
and  scheduled  meals,  receptions  and  entertainment.  Transportation,  hotel  and 
recreation  are  your  responsibility.  Please  note  that  submission  of  this  enroll¬ 
ment  form  to  CIO  obligates  the  attendee/sender  for  the  enrollment  fee. 

CANCELLATION 

ALL  CANCELLATIONS  OR  SUBSTITUTIONS  MUST  BE  MADE  IN  WRITING.  You  may 
cancel  your  conference  or  companion  enrollment  up  to  September  3,  1999  with¬ 
out  penalty.  A  $250  administration  fee  will  be  imposed  for  cancellations  between 
September  4  -  September  1 7,  1 999.  No  refund  or  credit  will  be  given  for  cancel¬ 
lations  made  after  September  17,1 999  or  for  no  shows.  You  may  send  a  sub¬ 
stitute  in  your  place.  CIO  reserves  the  right  to  decline  enrollment  to  any  registrant. 


Business  Card  REQUIRED 
In  Order  to  Process  Registration 


CHECK  ALL  THAT  APPLY: 

ENROLLMENT  FEES: 

□  IS  PRACTITIONER/EXECUTIVE  =  $2,1 80 

This  fee  applies  if  you  are  a  CIO,  IS  executive  or  hold  another 
executive  position  other  than  those  listed  below. 

□  GOVERNMENT/MILITARY  =  $2,675 

The  fee  includes  your  hotel  for  three  nights.  Do  not  make  your 
own  hotel  reservations ;  CIO  will  make  them  for  you. 

□  SALES/MARKETING/CONSULTING  =  $10,000 

This  fee  applies  if  you  hold  a  sales,  marketing,  new  business 
development  or  consulting  position,  including  executive  manage¬ 
ment  of  IT  vendor  and  consulting  companies.  This  fee  is  payable 
by  company  check  only.  CIO  will  make  the  final  determination 
of  this  category. 

□  COMPANION  PROGRAM  =  $325 

Companions  must  be  enrolled  in  this  program  to  attend  any  con¬ 
ference-related  functions.  Includes  all  scheduled  meals,  receptions, 
entertainment,  companion  breakfast,  a  companion  excercise  class 
and  planned  companion  activities.  Conference  session  attendance 
is  not  included. 

PAYMENT  INFORMATION: 

□  Check  Enclosed 

□  P.O.  #  (A  complete  purchase  order  must  be  submitted  within 

1 0  days) _ 


□  Credit  Card# _ 

□  AMEX  □  VISA 

Signature _ 


□  MC  Exp. 


□  I  am  not  staying  at  the  Hyatt  Grand  Cypress 


Name  of  alternate  hotel 

THE  LEADERBOARD  CLASSIC  GOLF  TOURNAMENT 
□  I  will  participate  in  the  golf  tournament  on  Sunday,  October  3 
at  1 1 :30  a.m.  at  the  Grand  Cypress  Golf  Club.  Hosted  by 
Cabletron  Systems  and  Lockheed  Martin  Corp. 


TA1 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com/conferences  or  FAX  us  at  508  879-7720. 


MANAGING  THE 
IT  HUMAN  RESOURCE 

S  uccessfuUu 


IT  Staffing  Strategies  for  CIOs 

Innovative  research  conducted  by  the  authors  of  the  CIO  ConsultWare 
Series  provides  answers  and  solutions  on  managing  the  IT  human 
resource  successfully.  Our  research  is  based  on  the  management  prac¬ 
tices  of  50  high-performance  companies,  expertise  from  innovative 
consultants,  and  three  in-depth  case  studies  on  unique  approaches 
that  give  you  a  solid  foundation  for  recruiting,  retaining  and  develop¬ 
ing  a  strong  IT  staff. 


>EER  PRODUCT  REVIEW 

“IT  staffing  strategies  for  CIOs  is  the  most  com¬ 
prehensive  and  organized  presentation  of  ideas 
or  managing  IT  human  resources  I  have  seen 
wywhere.  It  is  clearly  written  and  presented;  has 
iraphics  that  are  understandable  and  suitable  for 
presentations;  has  analyses  that  focus  squarely 
pn  the  issues;  and  it  provides  information  and 
esources  you  can  take  action  on  immediately. 

“ With  today’s  staffing  challenges,  this  CIO 
ConsultWare  product  really  belongs  in  the  hands 
pf  IT  executives  everywhere.  We  may  not  be  able 
vo  fix  the  IS  staffing  crisis,  but  at  least  with 
! products  like  these,  we  can  level  the  playing 
field  considerably.  ” 

Angelo  Privetera 
CIO 
HDR,  Inc. 


IT  Staffing 

TRATEGIES*-7 

for  CIOs 


For  $1,995,  you’ll  receive: 

►  A  95  page  benchmarking  report. 

►  A  CD-ROM  (and  diskettes)  containing  400+ 
pages  of  value-added  intellectual  capital — 
including  tested  and  proven  models,  meth¬ 
ods,  and  practices  drawn  from  the  actual 
experiences  of  leading  companies;  a  "ready- 
to-go"  PowerPoint  presentation  of  data  and 
analysis  for  presenting  to  peers  and  execu¬ 
tives;  and  customizable  reports,  memos  and  presentation 
templates  in  electronic  format. 

For  more  information  or  to  download  a  demo,  visit  our  Web  site 
at  wwwMo.com/consultware . 

To  order  any  CIO  ConsultWare  Series  research  products,  contact 
Dot  Caspersen  at  508  935-4040  or  email  your  inquiry  to 
research@cio.com. 

CIO  ConsultWare  is  produced  jointly  by  CIO  Communications 
and  ICEX,an  independent  research  firm. 


."HE  CIO  CONSULTWARE  SERIES™  INTELLECTUAL  CAPITAL  THAT  MAKES  YOU  THE  EXPERT 


Trendlines 


stamp  of  approval.  Another  com¬ 
pany  is  Popular  Demand,  which 
aggregates  customer  informa¬ 
tion.  If  10,000  [of  its  customers] 
want  lawn  mowers,  for  example, 
it  would  go  negotiate  a  [bulk- 
rate  deal  with  a  lawn  mower 
vendor]. 

Who  pays  for  these  services? 
Once  the  infomediary  has  a  cred¬ 
ible  customer  base,  it  can  charge 
for  advertising  on  its  site.  The 
downside  is  that  the  customer 
may  not  be  getting  the  purest 
form  of  information.  If  (and  I'm 
not  saying  it  does  this)  Yahoo 
has  a  special  relationship  with 
Procter  &  Gamble,  any  time  a 
customer  wanted  a  certain  prod¬ 
uct,  guess  whose  product  would 
be  at  the  top  of  the  list?  In  other 
models,  the  money  comes  from 
the  customers;  then,  infomedi- 
aries  [would]  have  to  look  out  for 
their  best  interests.  The  problem 
is,  the  deep  pockets  are  on  the 
supplier  side. 

So  where  do  infomediaries  fail? 
They  can  only  guarantee  your 
privacy  with  vendors  they  have 
agreements  with,  so  clearly  it's  in 
their  best  interest  to  grow.  But 
trust  is  the  biggest  issue. 
Customers  may  be  more  ready  to 
give  up  personal  information  to 
a  Yahoo  than  to  an  emerging  no¬ 
name  infomediary. 

Is  this  just  another  Internet  fad? 
There  are  more  and  more  start¬ 
ups  in  this  area,  if  that's  any  indi¬ 
cation.  We'll  have  to  see  how  this 
plays  out  in  the  long  run. 

-Polly  Schneider 


I 
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P  kat  Nessie's  diary. 


What’s  the  Frequency,  Kenneth? 


MUSIC  ONLINE 


Whether  you’re  listen¬ 
ing  to  a  concerto  at  Carnegie  Hall  or  a 
jam  session  at  the  House  of  Blues,  the 
best  way  to  experience  music  is  live  and 
loud.  But  for  those  times  when  you’re 
stuck  in  front  of  your  computer  at 
work,  you  can  at  least  log  on  and  tune 
in  to  the  first  visual  radio  station  at 
www.flashradio.com. 

FlashRadio  features  continuous  loops 
of  different  kinds  of  music,  just  like  the 
armrest  radio  programming  on  air¬ 
planes.  These  selections,  however,  are 


targeted  to  hipsters:  The  genres  repre¬ 
sented  are  alternative,  pop,  rock,  elec¬ 
tronic,  remix,  freestyle  and  hip  hop. 
Listeners  can  continue  working  while 
playing  the  music,  or  they  may  choose  to 
watch  the  Op- Art  inspired  animated 
graphics  and  cartoons  that  accompany 
each  selection.  All  that’s  needed  is  the 
latest  version  of  Navigator  or  Internet 
Explorer,  a  RealPlayer  and  Flash  plug¬ 
ins.  Both  the  player  and  the  plug-ins  can 
be  downloaded  free  from  the  site.  Once 
fans  arrive  at  FlashRadio,  they  can  click 
on  the  SonicNet  link  (www.sonicnet. 
com )  and  make  their  way  to  biographies, 
discographies,  music  news,  reviews, 
audio  clips,  chats  and  cybercasts. 

FlashRadio  is  a  partnership  between 
SonicNet  Inc.,  the  self-proclaimed 
largest  music  network  on  the  Web,  and 
Macromedia  Inc.,  the  developer  of  mul¬ 
timedia  Web  tools  that  is  also  responsi¬ 
ble  for  the  technology  generating  the 
animated  images.  The  site  debuted  in 
October  1998  and  was  relaunched  this 
past  spring  with  more  music  and  addi¬ 
tional  content.  With  any  luck,  it  will  be 
upgraded  again  with  better  graphics  and 
a  more  compelling  user  interface;  of 
course,  staring  at  your  screen — regard¬ 
less  of  how  it  pulses  and  flashes — is  not 
as  entertaining  as  seeing  bands  live.  But 
at  least  you  don’t  have  to  pay  a  cover 
charge.  ■ 
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ERVER? 
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Sequent  has  been  the  recognized  pioneer  in  Intel ®  processor- based  data  centers  since  1983.  Our  robust,  highly  scalable  server  solutions  are 


leading  the  way  in  mainframe-alternative  systems  and  are  successfully  at  work  in  the  data  centers  of  thousands  of  leading  companies  worldwide. 


Just  consider  the  possibility  of  a  data  center 


Web-Enabled  and  Client/Server.  Run  both  UNIX 


wrong  decision.  Where 


and  Windows  NT  .  And 


anxiety  is  replaced  by 


with  scalability  up  to  64 


confidence.  Where  the 


processors  in  one  server, 


our  solutions  can  deliver 


answer  to  every  question 


the  kind  of  robust  high 


one  data  center  solution 


reliability  that  seriously  questions  the  place  of 


Our  revolutionary  Intel  processor-based 


proprietary  mainframe  and  RISC-based 


systems.  Can  your  data  center  do  this?'  Visit 


NUMACenter'"  and  NUMA-Q"  server 


us  at:  www.sequent.com/datacenter.html 
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Have  your  IT  problems 


Hli  »i»oiiiiW>ii  n>in  1 — i  — . —~****n—~i*m .  •  s  n~n 


Get  off  the  ledge  and  go  to 


www.inacom.com/services 


for  a  FREE  copy  of  "The  Evolving  Services 


Landscape"  —  a  map  for  navigating  the  IT  revolution,  with 


insights  into  key  service  trends  and  leading  practices.  No 


matter  what  your  IT  dilemmas,  Inacom  offers  a  full  range  of 


distributed  technology  infrastructure  services  and  solutions 


pushed  you  to  the  edge? 


Our  team  helps  you  manage  your  complete  distributed 
computing  environment  and  facilitates  migration  to  new 
technologies  —  letting  you  focus  on  taking  your  company 
to  the  top.  Inacom.  Changing  the  way  you  handle  the 


Running  is  everything  ™ 


Trendlines 


Off  the  Shelf 


More  Than  Just 
Girl  Talk 


CONNECTIONS 


Women  in  Technology 
International,  a  Folsom,  Calif.-based 
foundation,  has  just  launched  a  Web  site 
geared  toward  (no  surprise)  women  in 
technology  careers.  Some  of  the  informa¬ 
tion  available — about  women’s  health, 
resume  writing  or  investment  strategies, 
for  example — can  be  found  on  other 
women-friendly  sites  as  well.  Not  all  the 
site’s  features  are  gender-specific,  either — 
they  include  stock  quotes,  news  feeds  and 
job  listings.  But  what  makes  WTTI’s  site  of 
particular  interest  to  tech-savvy  women  is 
its  interactive  mentoring  program. 
Scheduled  to  go  live  in  late  July,  the  pro¬ 
gram  connects  women  seeking  advice  with 
women  in  a  position  to  give  it,  with  the 
goal  of  building  helpful  relationships  and 
encouraging  women  to  stay  in  the  industry. 
“It’s  not  just  a  chat  room,”  says  Amy 
Niles,  manager  of  regional  development 
and  media  relations  for  WTTI. 

Niles  says  WITI  has  chosen  3,000  high- 
level  women  from  a  variety  of  technology- 
related  fields  to  act  as  mentors,  both  in 
one-on-one  situations  or  in  a  larger  dis¬ 
cussion  group.  So,  for  example,  a  network 
administrator  looking  for  tips  on  what 
kind  of  advanced  degree  program  would 
help  turn  her  into  a  CIO  contender  could 
submit  her  question  to  a  moderator,  who 
would  forward  it  to  the  mentor  best  able 
to  address  that  issue.  Or  the  network 
administrator  could  post  her  question  on 
a  Listserv  and  any  mentor  who  chose  to 
could  respond. 

For  more  information  about  WITI  and 
its  programs,  or  to  seek  or  offer  advice, 
visit  www.witi.com.  a 


Be  Your  Own  Best  Messenger 

Glenn  M.  Miller  Seminars:  Business  Skills  for  the  Information 
Technology  Field 

Communicating  IT’s  Value  (set  of  three  videotapes,  $895) 
Political  Skills  for  IT  (five  videotapes,  $195  each) 


"Wi 


f  HAT  WORKS?”  THAT’S  THE  QUESTION 
CIOs  ask  when  it  comes  to  communi¬ 
cating  the  value  of  IT  investments. 

The  lengthy  corollary  to  that  question  is 
“...that  I  can  understand  and  implement 
without  five  days  of  training  and  without 
paying  a  consulting  firm  $150,000  to  im¬ 
plement  a  methodology  so  complex  that 
even  the  executive  summary  is  incompre¬ 
hensible.” 

Glenn  M.  Miller  has  the  answer.  Until  recently  a  senior  ^ 

IT  manager  who  spent  much  of  his  three-decade  career  at  ^ 

systems  integrator  Businessland  Inc.,  Miller’s  new  trade  is 
producing  videotaped  seminars  targeting  business  skills  for  IT  practi¬ 
tioners.  Don’t  expect  Industrial  Light  and  Magic  effects  from  these  se¬ 
ries,  produced  with  home  consumer  equipment  and  a  PC.  But  CIOs 
and  IT  directors  will  find  techniques  and  tricks  that  can  help  them  as¬ 
sess  the  real  payoff  from  IT  and  deliver  that  message  effectively  to  the 
executive  team.  In  the  tape  series  called  Communicating  IT’s  Value, 
Miller  gives  specific  tips  for  dealing  with  the  following  issues: 


■  Countering  the  “productivity  paradox”  argument 

■  Cultivating  IT  supporters  in  the  business  units 

■  Converting  skeptics  and  disarming  hostile  user  executives 

■  Embedding  IT  investments  in  business-function  initiatives 

■  Valuing  internal  IT  services  at  external  market  rates 

■  Building  IT’s  credibility  by  handing  out  awards  to  the  business  units 


Miller  says  CIOs  need  to  cultivate  enough  clout  that  they  no  longer 
have  to  plead  the  ROI  case  for  every  IT  investment  like  some  prisoner 
appearing  before  an  unsympathetic  parole  board.  Miller  calls  this 
coveted  point  on  the  credibility  curve  the  “assumptive  close.” 

Much  of  the  art  of  communicating  IT’s  value  is  political,  so  Miller 
has  put  together  a  second  videotape  series  called  Political  Skills  for 
IT.  CIOs  need  to  be  experts  at  such  sensitive  topics  as  figuring  out 
how  long  the  honeymoon  will  last,  leveraging  the  power  of  IT’s  im¬ 
age,  learning  from  others’  mistakes  and  creating  an  “as  measured  by” 
culture,  in  which  every  business  goal  is  stated  in  terms  of  how  its 
achievement  is  to  be  measured. 

Although  videotapes  suffer  from  their  lack  of  random  accessibility, 
Miller  does  his  best  to  create  a  multilayered  table  of  contents  that’s 
easy  to  follow.  His  delivery  is  regular  guy — he’s  no  Bob  Eubanks  or 
Troy  McClure.  And  viewers  will  probably  have  heard  some  of  his  ad¬ 
vice  before.  But  cumulatively,  Miller’s  recommendations  will  help  an 
embattled  information  officer  and  IT  department  turn  the  corner  in 
communicating  their  value  to  the  business. 

To  order  the  tapes,  visit  www.bizskills-for-it.com  or  call  Vaughn 
Communications  at  888  324-1049. 

-Richard  Pastore 
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They  needed 
data.  They  needed 

technology. 

What  decision 
makers  need 
now  is... 


The  SAS®  Solution. 

The  way  to  make  sense  of  it  all. 


Are  your  decision  makers  bombarded  with  too  much  data  that  has  too  little  consistency?  Looking  for  an 
infrastructure  that  puts  them  in  control— turning  chaos  to  order,  and  data  into  reliable  and  usable  information? 

The  SAS  Solution — from  the  leading  name  in  data  warehousing  and  decision  support— makes  it  easy  to: 

Manage  information  and  make  it  available  to  those  who  need  it — regardless  of  how 
it  was  created  or  where  it  resides 

Leverage  your  investments  in  people,  resources,  and  technology 

Reduce  your  backlog,  simplify  and  automate  processes,  and  reaffirm  IT’s  business 
value  throughout  your  enterprise 

We’re  the  knowledge  company  that  combines  business  understanding  with  flexible,  open,  and  end-to-end 
technologies  that  drive  your  business  forward.  Get  to  know  us  by  requesting  our  free  CD,  The  SAS ®  Data 
Warehousing  Solution:  From  Chaos  to  Order,  from  Data  to  Knowledge  at  www.sas.com/makesense 


M 

The  Business  of  Better  Decision  Making  sas  institute 


www.sas.com/makesense  E-mail:  cio@sas.com  919.677.8200 


In  Canada  phone  1 .877. SAS. INST.  SAS  and  all  other  SAS  Institute  Inc.  product  or  service  names  are  registered  trademarks  or  trademarks  of  SAS  Institute  Inc.  in  the  USA  and  other  countries.  ®  indicates  USA  registration.  Other  brand  and  product 
names  are  trademarks  of  their  respective  companies.  Copyright  ©  1999  by  SAS  Institute  Inc.  24002US.0699 
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Trendlines 

What  You  Don’t  Know 
Can  Hurt  Your  Budget 


SOFTWARE  LICENSING 


Do  you  really  know  what's  on 
your  employees'  computers?  No,  not  on  their  screens — 
on  their  PC  hard  drives,  where  workers  might  be  storing 
hundreds  of  dollars  of  unlicensed  software  that  could  cost 
your  company  thousands  of  dollars  in  fines.  Or  worse. 

The  average  employee  workstation  has  at  least  $405 
worth  of  unlicensed  software,  according  to  recent 
research  by  Micropath  Inc.,  a  Bellevue,  Wash.-based  IT 
asset  management  firm.  Micropath  finds  that  employ¬ 
ees  use  1 0  percent  to  20  percent  more  software  applica¬ 
tions,  hardware  and  peripherals  than  their  IT  managers 


realize.  Some  may  be  pirated,  some  copied  from  e-mail 
attachments  or  downloaded  from  the  Internet.  But  how¬ 
ever  the  software  got  there,  says  Micropath  President 
Bill  Holder,  IT  managers'  ignorance  of  its  presence  will  be 
no  excuse  if  these  unlicensed  software  applications 
cause  system  or  legal  problems  down  the  road. 

Of  course,  Holder  is  biased;  his  company  provides 
IT  asset  inventory  services.  But  he  also  points  out  that 
unlicensed  software — particularly  if  it  was  downloaded 
from  the  Internet — can  bring  with  it  viruses  such  as 
the  recent  Melissa  bug.  In  addition,  without  knowing 
which  applications  employees  are  really  using,  IT 
managers  may  be  overbuying  or  underbuying 
software  packages. 

The  surest  way  to  avoid  trouble  is  to  implement  an 
asset  management  strategy.  Take  stock  of  desktop  sys¬ 
tems  regularly,  and  make  employees  aware  of  the  risks 
of  unlicensed  software.  If  this  strategy  can't  be  handled 
internally,  then  outsource  it.  For  more  on  Micropath's  IT 
asset  management  research,  see  www.micropath.net  m 
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4  MONTHS  &  COUNTING 


Coming  Distractions 

UNCERTAINTY  HOVERS  OVER  Y2K  LIKE  A 

black  cloud  over  a  cranky  cartoon  charac¬ 
ter.  Sure,  CIOs  report  a  high  level  of  confi¬ 
dence  about  their  own  remediation  efforts. 
But  what  about  when  it  comes  to  New 
Year’s  fallout  in  the  form  of  Y2K  lawsuits?  For  a  look  at 
the  future,  click  on  Philadelphia  attorney  Ronald  N. 
Weikers’  Web  page,  www.softwarelitigation.com. 

You  may  look  at  the  list  of  lawsuits  on  the  site  and 
gasp;  as  this  was  written,  there  were  50,  and  the  sum¬ 
mer  of  1 999  had  just  begun.  But  upon  closer  inspec¬ 
tion,  you’ll  see  that  not  only  do  the  same  names  pop  up 
again  and  again,  but  many  of  the  cases  have  already 
been  adjudicated.  And  in  most  cases  brought  against 
software  companies,  the  plaintiffs  have  gone  home 
empty-handed.  You  may  want  to  consider  those 
cases — and  those  in  which  damages  were  assessed — 
before  hauling  a  vendor  into  court. 

What’s  riled  most  plaintiffs  is  the  idea  of  being 
charged  for  Y2K  upgrades  or  being  charged  extra  for 
upgrades  that  bring  compliance.  Six  of  the  suits  listed 
are  part  of  a  class-action  suit  against  Medical  Manager 
Corp.,  which  offers  software  for  managing  medical 
offices  and  has  had  to  fund  a  $1.45  million  pool  for  its 
customers  to  divide  (after  the  attorneys  get  their  50  per¬ 
cent,  of  course).  Other  specialized  software  firms 
angered  their  users  by  charging  anywhere  from  $2,000 
to  $6,000  for  Y2K  upgrades.  Another  four  suits  were 
brought  against — no  surprise  here — accounting  soft¬ 
ware  firms  (Software  Business  Technologies  Inc., 
RealWorld  Corp.,  Macola  Inc.,  DacEasy  Inc.).  Class- 
action  suits  were  also  filed  against  Intuit  Inc.  and 
Symantec  Corp.  (accounting  for  eight  more  suits  on  the 
list)  because  they  wanted  to  charge  between  $35  and 
$50  for  Y2K-complaint  upgrades,  which  users  felt 
should  have  been  provided  for  free. 

However,  as  in  the  /.  Baker  Inc.  v.  Andersen 
Consulting  LLP  case  (see  “Y2K  Countdown,”  CIO 
Section  1,  April  1,  1999),  judges  frequently  hand  down 
decisions  based  on  existing  contract  law  rather  than 
treat  the  cases  as  special  technology  issues.  That  was  a 
prudent  path,  according  to  Weikers,  except  that  now 
Congress  has  tossed  up  a  monkey  wrench  with  the  pas¬ 
sage  of  HR  775,  the  Year  2000  Readiness  and 
Responsibility  Act,  which  designates  special  circum¬ 
stances  for  litigation  of  Y2K  cases.  Weikers  says,  “New 
laws  bring  out  the  lawyers  to  test  them.  It’ll  cost 
$10,000  per  comma  [to  try  cases  in  a  system]  that’s  not 
broken.” 

-Howard  Baldwin 
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OVER  A  MILLION  PEOPLE 
TRUST  THEIR  INTERNET  CONNECTION  TO 

EARTHLINK™ 


Cabletron  Systems,  your  ^-business  communications  specialist™,  provides  networking  solutions 
to  the  world’s  best-known  companies.  For  more  information  on  how  Cabletron's  solutions  help 
EarthLink  and  other  leading  businesses,  visit  us  at  www.cabletron.com/earthlink.  Or  call  us  toll  free  at 
I -877-882-7687.  We’ll  send  you  a  free  study,  "Network  Management  &  LAN  Downtime  Costs:  An  Overview." 

EarthLink  and  Cabletron  Systems  trademarks  are  property  of  their  respective  owners.  All  rights  reserved. 
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TEST 

APPLICATIONS 

END-TO-END. 

Comprehensive  application  testing  is  the  key  to  delivering  maximum 
performance  in  your  mission-critical  e-business  applications.  Today, 
only  Mercury  Interactive  provides  a  total,  end-to-end  testing 
solution  for  Web-enabled  enterprise  and  e-business  applications  — 
the  power  to  achieve  user  satisfaction,  increased  functionality,  rapid 
deployment  and  maximum  scalability.  Learn  more  about  how 
Mercury  Interactive  can  help  your  company  pull  away  in  the  stretch. 
Visit  our  Web  site  at  www.merc-int.com 
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MERCURY  INTERACTIVE 

The  test  of  a  great  business. 
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MAKING  THE  MOST  OF  AN  I  N  F  0  R  M  A  T  I  O  N  -  R  I  C  H  ENVIRONMENT 


Tuning  In  to 
Channel  Four 


Beyond  mail,  phone  and  face-to-face 
communication,  the  Web  offers  a  fourth  way 
to  reach  out  and  touch  someone 


BY  TOM  DAVENPORT 


PRIOR  TO  THE  INTERNET’S 
existence,  there  were  only 
three  ways  to  make  direct, 
interactive  contact  with  one 
another:  face  to  face,  by  mail 
or  over  the  telephone.  Print,  radio, 
television  and  other  media  don’t  count 
in  this  category  because  the  recipient 
can’t  talk  back.  Now  we  have  a  fourth 
way.  The  Internet  has  become  the 
newest  channel  for  communicating 
with  customers,  colleagues,  competi¬ 
tors  or  any  other  business-related 
thing  that  starts  with  the  letter  C. 

Is  this  all  that  revolutionary?  Well, 
it’s  at  least  25  percent  better  than  our 
previous  three-channel  world.  And, 
obviously,  new  channels  don’t  come 
along  very  often,  since  the  last  chan¬ 
nel  was  added  at  the  end  of  the  last 
century.  So  it’s  worth  getting  excited 
about  this  channel,  even  if  it’s  not  an 
entirely  new  world. 

But,  just  as  the  first  telephone  own¬ 
ers  had  to  decide  when  to  call  versus 
when  to  write  or  visit,  we  have  to  fig¬ 
ure  out  what’s  really  new  and  differ¬ 
ent  about  this  fourth  channel  and 
when  it’s  appropriate  to  employ  it. 
Channel  Four  is  good  for  quick  inter¬ 
action  and  frequent  updates.  We  can 
have  some  sense  of  whether  the  recip¬ 
ient  of  e-mail  or  Web  information 
actually  looked  at  it,  which  is  very  use¬ 
ful  and  better  in  this  regard  than  mail. 


Channel  Four  is  often  an  easier  means 
to  handle  customer  input  than  with 
phone  or  face-to-face  channels  be¬ 
cause  it’s  already  in  electronic  form. 
And,  unlike  the  other  interactive 
channels  (at  least  until  the  long-await¬ 
ed  interactive  cable  TV  finally  arrives), 
it  allows  for  moving  pictures,  which 
human  beings  find  very  interesting. 

Still,  it’s  not  perfect.  It’s  a  bit  of  a 
chilly  channel  compared  with  the 
alternatives — hardly  as  warm 
as  a  handshake  and  a  smile,  a 
friendly  voice  or  even  a  hand¬ 
written  signature  on  crisp 
vellum.  It  reaches  a  lot 
of  people,  but  not  as 
many  as  have  phones 
or  mailboxes  or  door¬ 
bells.  And  it  runs  on 
a  device — the  PC — 
that’s  ridiculously 
difficult  to  use. 

In  addition,  it’s  a 
crowded  channel.  The 
number  of  phone  calls 
I  get,  the  number  of  let¬ 
ters  I  receive  and  the 
number  of  visitors  I  enter¬ 
tain  when  combined  are 
dwarfed  by  the  number  of 
e-mails  I  receive  and  Web 
pages  I  frequent  in  one  day. 

I  heard  recently  from  a 
semi-authoritative  source  that 


we’ll  soon  have  five  (or  four  or  six,  it 
doesn’t  really  matter)  Web  pages  for 
every  person  on  the  planet,  which 
seems  more  than  enough. 

What's  the  Big  Deal? 

Mostly,  however,  I  think  the  e-link  is 
similar  to  the  other  channels,  not  dif¬ 
ferent  from  them.  When  the  channel 
matures — and  there  are  already  signs 
that  it  is  starting  to — it  will  be  just  one 
more  channel  to  choose  from.  Already 
the  types  of  people  who  use  it  look 
much  like  the  people  who  use  other 
channels.  And  I’m  guessing  that  the 
same  information  junkies  who  are 
good  about  answering  letters  and 
returning  phone  calls  will  be  the  can¬ 
didates  for  “most  likely  to  respond  to 
e-mails  before  deleting.”  Ultimately, 
e-information  is  still  information.  And 
e-business  is  still  business. 

One  thing  that  the  e-thing  has  in 
common  with  other  channels  is  that 
they  all  can  be  mixed  much  of  the  time. 
My  mom  taught  me  that  you  should 
call  before  you  visit  a  friend’s  house.  A 
direct-mail  solicitation  is  likely  to 
have  more  effect  if  followed 
by  a  phone  call.  And  mailed 
invitations  are  frequently 
used  to  provoke  face-to- 
face  gatherings. 

Similarly,  I  expect  we’ll 
see  a  lot  more  hybrid 
use  of  the  e-mon¬ 
ster  with  other 
channels  for  com¬ 
munication  and 
commerce.  The  first 
sign  of  that  came 
several  years  back 
when  print  adver¬ 
tisements  started  to 
list  Web  addresses;  the 
practice  is  pervasive 
now.  There  are  a  few  re¬ 
tail  chains — Gap  Inc.  is 
one,  and  the  much-mal¬ 
igned  (for  slow  e-com¬ 
merce  adoption)  Bord¬ 
ers  Inc.  bookstore 
chain  is  another — 
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Will  your  application  empower  its  users 

or  entangle  them  ? 


TEST 

THE  USER 
EXPERIENCE. 

The  most  important  test  of  your 
software  application  is  how  well  it 
serves  employees  and  customers 
throughout  the  enterprise.  That’s 
why  Mercury  Interactive  made 
improving  the  user  experience  the 
focus  ot  our  end-to-end  testing 
solutions  —  the  world’s  most 
comprehensive  suite  of  enterprise 
and  e-business  application  testing 
products.  Let  us  show  you  how  a 
strategic  testing  initiative  can  help 
your  applications  achieve  extraor¬ 
dinary  user  satisfaction,  increased 
functionality,  rapid  deployment 
and  maximum  scalability. 

Visit  us  at  www.merc-int.com 
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MERCURY  INTERACTIVE 

The  test  of  a  great  business. 
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where  you  can  return  e-ordered  products 
to  real  stores.  We’ll  see  more.  There  will 
also  be  more  instances  of  Web  kiosks  in 
stores  for  ordering  out-of-stock  or  config¬ 
ured  products,  and  a  greater  ability  to  buy 
on  the  Web  this  morning  and  pick  up  at  the 
corner  store  this  afternoon  (that  will  accel¬ 
erate  quickly  when  we  start  having  to  pay 
e-sales  tax  for  fully  electronic  purchases). 
A  further  indication  of  the  trend  will  come 
when  you  can  seamlessly  move  from  one 
channel  to  the  other;  all  Web  sites  should 
eventually  have  a  button  saying,  “click  to 
talk  to  a  live  person”  (today  many  don’t 
even  list  their  bloody  phone  numbers!). 

New  channels  probably  initially  favor 
buyers  over  sellers,  and  again  the  e-way  is 
no  different.  When  phones  became  ubiq¬ 
uitous,  I  suspect  profit  margins  may  have 
fallen  among  merchants  because  of  the 
ability  to  more  easily  compare  prices. 
Eventually,  however,  buyers  have  to 
finance  both  the  seller’s  profit  and  the  addi¬ 
tional  cost  of  supporting  the  new  channel. 
The  e-discount  sites  that  are  selling  prod¬ 
ucts  at  or  below  cost  will  ultimately  raise 
their  prices  or  go  out  of  business,  leaving 
a  few  battered  survivors  to  get  their  re¬ 
venge  on  customers.  We  saw  this  pattern 
in  banking,  where  ATMs  first  favored  con¬ 
sumers;  it  was  inevitable  that  transaction 
fees  would  rear  their  ugly  heads. 

All  channels  also  have  poor  execution 
in  common.  Mediocrity  already  prevails 
on  the  Internet  in  terms  of  buyer  and 
seller  behavior.  Most  Web  sites  are 
pretty  boring  and  are  poorly  structured 
and  designed.  Just  as  we  often  can’t  find 
what  we  want  in  a  physical  store  with  a 
confusing  layout,  market  researchers  tell 
us  that  a  majority  of  e-customers  have 
left  Web  sites  without  finding  the  prod¬ 
uct  or  information  they  were  looking  for. 
On  the  buyer  side,  most  e-surfers  can’t 
“shoot  the  curl,”  that  is,  do  a  sophisti¬ 
cated  search  or  examine  their  cookie  file. 

Keeping  It  Not  So  Simple 

In  that  respect,  e-business  is  no  different 
from  the  other  channels.  When  was  the 
last  time  you  got  a  really  effective  direct- 
mail  piece?  What  percentage  of  guests 
RSVP’d  to  your  last  mailed  party  invi¬ 
tation?  And  how  many  of  us  still  say 
“just  in  case  it  doesn’t  work,  here’s  the 
number”  before  transferring  a  call?  As 
with  all  these  other  channels  to  the  out¬ 
side  world,  e-execution  will  prevail  over 


simply  jumping  on  the  e-bandwagon. 

The  best  companies  in  e-commerce 
will  ultimately  be  those  that  hire  the  best 
people,  work  the  hardest,  build  the  best 
infrastructures  and  develop  the  most  effi¬ 
cient  and  effective  business  processes. 
Being  on  the  Internet  first  won’t  matter 
much  in  the  long  run.  Take  USAA,  the 

Companies  that  will  do  best 
in  e-competition  are  those 
that  are  first  in  sleepy 
industries  or  those  that  have 
a  lot  of  resources  to  invest. 

highly  successful  insurance  company 
with  roots  in  serving  military  officers.  A 
few  years  ago,  I  was  doing  some  re¬ 
search  and  consulting  at  the  company. 
Some  managers  there  told  me  that  they 
were  not  yet  ready  to  offer  transaction 
services  on  their  Web  site.  But  did  I 
immediately  rush  out  and  sell  my  USAA 
stock?  No,  and  for  two  important  rea¬ 
sons.  First,  the  company  is  privately 
held,  so  I  really  had  no  stock  to  sell. 
Second,  and  more  significant,  USAA  has 
traditionally  executed  well  in  terms  of 
the  other  three  channels,  and  I  have  no 
doubt  that  it  ultimately  will  do  so  on  the 
fourth  (in  fact,  it  has  already  added  sev¬ 
eral  transaction  types  to  its  site). 

USAA  is  renowned  for  its  telephone 
customer  service,  handles  its  mail  in  a 
more  automated,  efficient  fashion  than 
just  about  anyone,  and  even  excels  at 
managing  the  face-to-face  channel  by 
largely  avoiding  it.  The  company’s  lack  of 
agents  is  one  factor  making  its  insurance 
products  highly  cost-competitive.  In  short, 
USAA  executives  decided  that  it  was  more 
meaningful  to  execute  well  on  the  fourth 
channel  than  to  offer  something  on  it 
quickly,  and  I  think  they  were  right. 

The  virtues  of  extreme  size,  small  and 
large,  will  work  in  this  fourth  channel  as 
it  does  in  the  others:  The  companies  that 
will  ultimately  do  best  in  e-competition 
are  those  that  are  either  first  in  rela¬ 
tively  sleepy  industries  (Amazon.com 
Inc.  in  books,  E-Trade  Securities  Inc.  in 
brokerage  and  so  on)  or  those  that  are 
big  and  have  a  lot  of  resources  to  invest. 
American  Airlines  Inc.  was  a  big  airline 


before  automated  reservation  systems; 
it  became  even  bigger  after  its  pioneer¬ 
ing  efforts  with  the  Sabre  system.  The 
sophisticated  Travelocity  and  AA.com 
Web  sites  will  no  doubt  make  it  even  big¬ 
ger.  Similarly,  it  doesn’t  surprise  me  that 
General  Electric  Co.  was  an  early,  ag¬ 
gressive  adopter  of  Internet  procurement 
(the  Trading  Process  Network).  GE  is 
big,  rich  and  smart — no  big  shock  that 
it  does  well  at  e-biz. 

However,  the  small,  the  virtuous,  the 
e-underdog  still  has  its  appeal.  Par¬ 
ticularly  after  some  of  the  security  con¬ 
cerns  are  assuaged,  I  think  we’ll  see  lots 
of  appeal  to  the  “little  Web  store 
around  the  corner”  if  we  can  only  find 
out  that  it  exists.  One  Internet  book¬ 
store  entrepreneur,  for  example,  is  try¬ 
ing  to  capitalize  on  its  smallness.  Lyle 
Bowlin,  proprietor  of  the  online  book¬ 
store  Positively  You  Inc.  (www. 
positively-you.com),  operates  out  of  his 
home  in  Cedar  Falls,  Iowa.  Publicized 
by  Thomas  Friedman  of  The  New  York 
Times  in  a  couple  of  his  columns,  Bow¬ 
lin’s  e-bookstore  grew  from  $2,000  a 
month  to  $2,000  a  day.  I  think  people 
are  buying  from  Bowlin  because  they 
already  view  Amazon  as  a  big,  faceless 
bureaucracy  (and  with  their  market  cap 
level,  they  deserve  it)  and  because  the 
Bowlin  site  makes  a  charitable  contri¬ 
bution  with  each  purchase.  Bowlin  may 
no  longer  be  able  to  have  guests  over  to 
dinner,  but  he  is  profiting  from  one  of 
the  same  forces  found  in  previous  chan¬ 
nel  dynamics. 

We  don’t  yet  know  all  the  factors  that 
will  lead  to  e-success  or  e-disaster  in  the 
world  of  the  fourth  direct  channel.  But 
we’ll  be  making  a  big  mistake — an 
e-error,  if  you  will — if  we  assume  that 
none  of  the  old  rules  apply.  Some  will 
some  won’t.  It’s  not  the  same  old  sheet 
of  paper,  but  it’s  not  a  blank  slate,  either. 

By  the  way,  my  goal  here  was  to 
make  you  so  sick  of  the  e-prefix  that 
you’ll  never  want  to  use  it  again.  Did 
I  succeed?  EE1 


Thomas  H.  Davenport  is  a  professor  of 
management  information  systems  at 
Boston  University  School  of  Manage¬ 
ment  and  director  of  the  Andersen  Con¬ 
sulting  Institute  for  Strategic  Change. 
He  welcomes  reader  comments  at 
thomas.h.davenport@ac.com. 
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"CIO  conferences  provide 
the  right  vision  to  the 
right  IT  executives:  the 
leaders  of  tomorrow.  ” 
Warren  Bennis 
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The  CIO  100  Symposium  &  Awards  is  a  three-day 

program  focusing  on  Leadership  and  Innovation  for 
the  Future  of  the  Enterprise.  Through  interactive 
presentations  and  discussions  from  leading  experts,  Warren  Bennis, 
Geoff  Moore,  Ed  Yardeni  and  Mike  Hawley,  participants  will  learn 
how  innovation  and  leadership  are  enabling  companies  to  succeed 
in  the  new  millennium. 

The  Symposium  also  brings  to  life  and  honors  the  outstanding 
achievements  of  100  industry-leading  enterprises.  These  organizations 


Hotel  del  Coronado 
Recognized  as  a  one-of-a  kind 
setting,  the  Hotel  del  Coronado 
offers  a  unique  way  to  experience 
the  elegance  of  another  era,  and 
is  proud  to  be  chosen  to  host  the 
CIO  100  Symposium  and  Awards. 


anticipate  and  take  advantage  of  the 
changes  in  the  information  economy, 
and  develop  innovative  practices 
leveraging  both  human  resources 
and  technology  systems.  Their  charac¬ 
teristics  will  define  the  exceptional 
organization  in  the  next  millennium. 

Join  thought  leaders,  and  CIO 
and  CEO  honorees,  to  learn  firsthand 
how  success  will  be  shaped  and  mea¬ 
sured  in  2000  and  beyond. 


To  enroll  or  for  more  information,  call  800  355-0246  or 
visit  our  Web  site  at  www.cio.com/conferences 
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SUNDAY  AUGUST  15 

Registration 

Riverwalk  GolfTournament 

Enjoy  a  round  on  San  Diego's  newly  redesigned 

championship  golf  course. 

Cafe  100  Reception 

Meet  other  participants  and  Symposium  Partners 
in  our  informal  living  room. 

MONDAY  AUGUST  16 

Opening  Remarks  and  KnowPulse SM  Poll 

Gary  Beach 

Publisher 
CIO  magazine 

Be  sure  your  views  are  represented  in  this 
groundbreaking  poll. 

CIO  WO  Introduction  and  Welcome 

SYMPOSIUM  MODERATORS  AND 
EXPERIENCE  LEADERS 
Geoffrey  Moore 

Founder  and  President 
The  Chasm  Group 

Mike  Hawley 

Dreyfoos  Professor  of  Media  Technology 
MIT  Media  Lab 

Hawley  and  Moore  will  lead  participants  through  a 
number  of  different  learning  experiences. 

EXPERIENCE:  MARKET  ANALYSIS 
The  Gorilla  Game:  How  to  Pick  the  Winners  in 
High  Technology 

Geoffrey  Moore 

Moore  will  highlight  how  CIOs  can  apply  the 
lessons  of  the  financial  markets  to  the  challenges 
of  IT  purchase  decisions. 

EXPERIENCE:  ACHIEVEMENT 

CIO  1 00  Honoree  Presentations 

The  CIO  1 00  Special  Issue  will  come  to  life  through 

discussions  with  the  following  CIO  1 00  Award 

honorees  who  will  share  their  winning  strategies. 

James  Donehey 

CIO  &  Senior  Vice  President 
Capital  One  Financial  Corporation 

David  Drew 

Vice  President,  Information  Technology 
3M 

Ross  Holman 

Vice  President  Systems 
Southwest  Airlines 


EXPERIENCE:  CEO  INSIGHT 
Tom  Donohue 

President  &  CEO 

U.S.  Chamber  of  Commerce 

Donohue,  as  CEO,  shares  insights  on  how  the 
Chamber  works  with  the  Fortune  1 000  on  IT  issues 
before  Congress. 

EXPERIENCE:  INDUSTRY  BRIEFINGS 
The  Symposium  Partners  will  lead  interactive  small 
group  discussions  on  strategic  business  and  IT 
issues. 

EXPERIENCE:  INNOVATION 
Mike  Vance 

Chairman  and  Co-Founder 

Creative  Thinking  Association  of  America 

Vance  will  discuss  how  to  develop  cultures  of 
continuous  innovation  and  creativity. 

Cafe  100  Reception 


“ I  find  no  conference  more 
relevant  to  the  challenges  I  face 
as  a  chief  information  officer 
than  a  CIO  conference.  ” 

Catherine  Rodewald,  Sr.  VP  &  CIO,  Amresco,  Inc. 


TUESDAY  AUGUST  17 

EXPERIENCE:  EVOLUTION 
Mike  Hawley 

Hawley  will  envision  the  next  five  years  of  IT 
evolution  and  revolution. 

EXPERIENCE:  LEADERSHIP 
Leadership  Challenges  for  the  CIO 
Warren  Bennis 
Founding  Chairman 
Leadership  Institute 
University  of  Southern  California 

Bennis  will  share  his  lessons  on  leadership  for 
CIOs  and  lead  a  discussion  on  the  challenges 
facing  them. 

LEADERSHIP  PANELISTS 
Ken  Harris 

CIO  and  Vice  President 
NIKE,  Inc. 

Chris  Hoenig 

Former  Director 

Information  Management  and  Technology 
US  General  Accounting  Office 

Patricia  Wallington 

CIO  and  Corporate  Vice  President  (retired) 

Xerox  Corporation 


EXPERIENCE:  INDUSTRY  ANALYSIS 

Charles  Phillips 

Managing  Director,  Enterprise  Software 
Morgan  Stanley  Dean  Witter 

Phillips  will  engage  participants  on  the  shifts 
taking  place  in  the  industry  —  focusing  on 
ERP  and  E-commerce. 

EXPERIENCE:  ROUNDTABLES 
Editorial  Roundtables 

CIO  editorial  staff  will  lead  breakout  discussions  on 
the  following  topics: 

•  After  Y2K:  Mopping  Up  and  Moving  On 

•  Recognizing  and  Communicating  the  Value  of 
Your  Investments 

•  The  Staffing  Crisis:  Closing  the  Gap 

•  Developing  Leaders:  How  to  Identify  and 
Cultivate  Leadership  in  Your  Organization 

•  Why  Everyone  is  So  Hot  for  Knowledge  Management 

•  Success  on  the  Web:  How  to  Know  When  You've 
Got  It  and  What  to  Do  When  You  Haven't... 

•  Strategic  Software  Providers:  Do  They  Really  Deliver? 

Cafe  100  Reception 
CIO  100  Awards  Dinner 

Celebrate  the  CIO  100  Award  honorees  at  a  black 
tie  reception  and  dinner  featuring  Chairman  of  the 
Senate  Commitee  on  Commerce,  Science  and 
Transportation,  U.S.  Senator  John  McCain. 

WEDNESDAY  AUGUST  1 8 

KnowPulse  Poll  Results 
Lew  McCreary 

Editorial  Director 
CIO  magazine 

EXPERIENCE:  LONGEVITY 

Opening  your  Heart  Anatomically,  Emotionally 

and  Spiritually 

Dean  Ornish 

Founder,  President  and  Director 
Preventive  Medicine  Research  Institute 

Dr.  Ornish  will  explore  economic  and  health 
policy  implications  for  you  and  your  company. 

EXPERIENCE:  GLOBAL  ECONOMY 

The  Economic  Consequences  of  the  Y2K  Problem 

Ed  Yardeni 

Chief  Economist  and  Managing  Director 
Deutsche  Bank  Securities 

Yardeni  will  assess  the  likely  impact  of  Y2K  on 
our  organizations  and  the  economy. 

Summary  and  Closing  Remarks 

Geoff  Moore 
Mike  Hawley 
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Become  an  IT  Strategy  Expert 
Shorten  the  Planning  Cycle... 


Convince  Executive  Management... 
And  Create  a  Process  that  Works  for 
the  Entire  Organization. 


Sound  Impossible?  Not  if  You  Know  Where  to  Start 

Implementing  IT  Strategies  for  CIOs 


One  of  Our  Most 
Requested  Products.., 

Implementing  IT  Strategies  for  CIOs  is  a  com¬ 
prehensive,  information-rich  research  product 
that  answers  all  your  questions  regarding  the 
IT  strategy  process.  For  $2,295,  you  receive: 

■  An  80+  page  benchmarking  report. 

■  A  CD-ROM  (and  diskettes)  containing  250+ 
pages  of  value-added  intellectual  capital — 
including  tested  and  proven  models,  methods 
and  practices  drawn  from  the  actual  experiences 


Implementing 
IT  Strategies 

for  CIOs 


me 


of  leading  compa¬ 
nies;  and  customiz¬ 
able  reports, 
memos,  and  pre¬ 
sentation  slides 
and  templates. 


The  CIO  ConsultWare 

Series 


voice  m 


to  shift 


Peer  Product  Review 


ItWore  Implementing  IT 
be  literally  worth  its  weight 
lity  of  the  information  presented,  I 
(after  trying  for  more  than  a  year)  to  con- 
ive  management  team  to  form  an  IT 

to  enable  IT  within  our  company 
i  purely  background  support  role  to  an  active 
partnership  role  within  the  organization. 

Edwin  L.  Martinez 
Director,  Management  Info.  Systems 
Design  Corporation 


For  more  information  or  to  download  a  demo, 
visit  our  Web  site  at  www.cio.com/consultware . 
To  order  any  CIO  ConsultWare  Series 
research  products,  contact  Dot  Caspersen 
at  508  935-4040  or  email  your  inquiry  to 
research@cio.com.  - 


CIO  ConsultWare  is  produced  jointly 
by  CIO  Communications  and  ICEX,  an 
independent  research  firm. 
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Working  too  hard?  A  noted  psychologist 
and  executive  coach  tells  how  to  climb 
to  high  places  without  succumbing  to 
high  stress. 

BY  DAVID  PEARSON 


Reader  ROI 


IF  YOU'RE  FEELING  SO 
pressed  for  time  that  you 
can't  spare  10  minutes  to 
read  this  story,  you  really 
should  read  on  to  learn 

►  How  to  tell  if  you're  a 
workaholic 

►  Why  the  IT  industry 
breeds  stress 

►  What  to  do  if  your  job 
is  taking  over  your  life 


xecutive; 


Find  those  pesky 
system  errors 
before  they 
become  nasty 
business  errors. 


INTERVIEW:  DR.  M.  GENE  ONDRUSEK 


FRANK 

PETERSMARK 

!®k. 

VP  of  IT, 

Amerisure  Companies 


Hospital’s  Center  for  Executive  Health 
in  La  Jolla,  Calif.  Here’s  what  he  told  us 
about  stress  and  IT  executives. 

CIO:  Are  IT  executives  more  prone  to 
workaholism  and  burnout  than  other 
executives? 

Ondrusek:  The  CIO  position  is  relatively 
new  in  the  business  universe.  The  expec¬ 
tations  for  what  a  CIO  is  supposed  to  do 
and  be  are  still  in  flux.  Highly  motivated 
individuals  in  positions  that  are  not  well 
defined  often  take  on  too  much  respon¬ 
sibility.  That  kind  of  person  tends  to 
overestimate  his  capacities  and  abilities 
and  underestimate  the  expense.  Trying 
to  live  up  to  unrealistic  expectations  is 
the  prime  setup  for  burnout. 

Plus,  if  you  think  of  the  typical  tech¬ 
nologically  oriented  individual,  which  is 
what  a  lot  of  CIOs  are  at  heart,  that  per¬ 
son  was  trained  to  be  technically  profi¬ 
cient.  He  becomes  very  successful  based 
on  technical  prowess  and  analytic  exper¬ 
tise,  and  he  gets  promoted  to  manage 
those  technologies.  It’s  a  huge  jump  to 
go  from  working  with  computers  and 
machines  to  managing  layers  of  people. 
You  get  people  in  roles  well  outside  their 
comfort  zones.  They  respond  by  retreat¬ 
ing  to  the  technical  domain  and  wind  up 
trying  to  do  two  jobs  at  once. 

What  are  the  symptoms  of  burnout? 

Symptoms  typically  include  some  com¬ 
bination  of  frustration,  fatigue,  lack  of 
concentration,  a  sense  of  loss.  There 
might  also  be  sleep  disturbance,  memory 
problems,  inability  to  make  decisions 


and  lack  of  enjoyment  from  normally 
pleasant  activities.  For  burnout  to  occur, 
there  first  must  be  fairly  high  levels  of 
enthusiasm,  motivation  and  achievement 
orientation.  People  assume  those  quali¬ 
ties  are  infinite  internal  resources.  But  you 
can  use  them  up  if  you  don’t  regularly 
take  steps  to  renew  them.  If  you  don’t 
refill  your  tanks  from  time  to  time — with 
rest,  relaxation,  exercise — and  you  con¬ 
tinually  work  long,  long  hours,  you  may 
well  have  a  very  intense  career,  but 
chances  are  it  will  also  be  a  very  brief  one. 

What  about  the  causes? 

Often  these  folks,  who  have  a  very  high 
achievement  orientation,  just  think 
they’re  getting  lazy  when  they  start  to 
feel  tired  from  constantly  trying  to  do 
too  much.  Or  they  think  that  they’re  just 
not  motivated.  They  start  beating  them¬ 
selves  up.  Rather  than  recognize  that 
what  they  have  is  a  depleted  gas  tank, 
they  see  their  fatigue  as  an  indication 
that  they  have  to  work  harder.  So  they 
start  coming  in  two  hours  before  every¬ 
one  else  arrives.  Or  they  work  two  hours 
after  everyone  has  gone.  Or  they  do 
both.  They  end  up  working  harder 
instead  of  smarter,  and  that  just  speeds 
the  depletion  process. 

How  do  you  differentiate  "worka¬ 
holism"  from  a  good  work  ethic? 

We  appropriated  the  term  workaholic 
from  the  chemical  dependency  field.  To 
diagnose  alcoholism,  you  ask  what  hap¬ 
pens  when  you  remove  a  person’s  access 
to  alcohol.  If  they’re  emotionally  or  phys¬ 
ically  unable  to  live  without 
it,  chances  are  they’re  alco¬ 
holic.  With  workaholics, 
things  can  be  similar.  I  may 
care  less  about  how  much 
they  work,  or  when  or  why 
they  work.  I  want  to  know 
what  happens  when  I 
remove  the  opportunity  to 
work.  Can  they  handle 
that,  or  do  they  get  terribly 


restless,  fidgety,  guilty?  Do  they  have  the 
“Thank  God  it’s  Monday”  syndrome? 
Typically  these  people  feel  underaccom¬ 
plished  unless  they’re  doing  something 
work-related  all  the  time. 

How  widespread  is  the  problem? 

It’s  impossible  to  quantify  because  so 
many  people  suffer  in  silence.  I  would  say 
that  it’s  a  risk  factor  for  all  executives.  The 
type  of  individual  who’s  drawn  into  a 
competitive,  high-pressure,  achievement- 
rewarded  environment  is  also  the  type  to 
become  susceptible  to  workaholism. 

What  do  you  recommend  to  someone 
in  the  later  stages  of  burnout? 

Get  professional  help  because  you  won’t 
be  able  to  recover  on  your  own.  One  of 
the  things  I  do  is  assess  whether  the  indi¬ 
vidual  is  neglecting  to  take  care  of  himself. 

Nobody  is  going  to  come  in  to  me 
and  say,  “Gosh,  I  didn’t  know  things 
like  exercise  and  time  off  and  relax¬ 
ation  were  important — thanks  for 
telling  me.”  People  know  all  that.  It’s 
just  that  they  may  be  giving  only  lip  ser¬ 
vice  to  those  things  without  doing  them. 
In  my  capacity  as  an  executive  coach, 
I’m  frequently  the  one  who  has  to  begin 
setting  boundaries  and  accountability. 


JAN  DEHESH 

VP  of  IT, 
Qualcomm  Inc. 


AVERAGE  WORKWEEK  ► 
(60)  HOURS 
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At  what  point  would  you  tell  someone 
who's  not  in  individual  treatment  that 
he  or  she  needs  it? 

Generally  speaking,  people  who  begin 
acting  against  their  own  best  interests 
might  be  at  risk.  Especially  if  they’re  car¬ 
rying  around  some  of  the  physical  symp¬ 
toms  and  acting  like  those  are  acceptable. 


two  in  the  morning  and  can’t  fall  back 
to  sleep.  He  just  lies  there,  thinking 
about  what  he  has  to  do  at  work.  So 
what  does  he  do?  He  drives  to  the  office. 

Choose  your  poison — a  bottle  or  a  job. 

A  lot  of  behaviors  that  give  us  an  emo¬ 
tional  charge  carry  the  potential  to 


down  the  tubes.  But  work  is  a  noble 
thing.  When  people  are  giving  their  all  to 
work,  they  start  to  get  more  respect.  Also, 
the  best  solution  for  the  alcoholic  is  absti¬ 
nence.  That’s  not  a  possible  solution  for 
workaholics.  They  have  to  learn  moder¬ 
ation,  which  means  they  remain  in  close 
contact  with  the  object  of  their  obsession. 


What  should  an  IT  executive  do  if  he 
recognizes  that  he's  in  danger  of  get¬ 
ting  into  trouble  with  stress? 


First,  begin  to  monitor  yourself.  A  lot 
of  times  people  have  blinders  on; 
they’re  not  seeking  feedback  from  oth¬ 
ers  even  when  it’s  readily  available.  I  see 
a  lot  of  360-degree  evaluations,  and  a 
lot  of  executives  are  amazed  to  find  that 
their  direct  reports  are  all  rating  them 
really  low  on  balance  issues,  lifestyle 
issues.  They’ll  ask  me  what  that  means, 
and  I’ll  explain  that  they’re  overwork¬ 
ing  and  probably  setting  a  poor  exam¬ 
ple.  They’re  stressing  out  their  staff. 
And  I’ll  say,  “Pay  attention  to  this  feed¬ 
back  and  to  the  feedback  you  get  from 
your  family.  These  folks  are  the  first 
ones  to  be  affected  by  this,  even  before 
you.”  One  of  the  most  common  things 
I  hear  from  spouses  when  I  counsel 
their  workaholic  husband  or  wife  is, 
“I’ve  been  trying  to  tell  him  that  for 
years.”  So  if  there’s  one  piece  of  advice 
I  could  offer  right  now,  it  would  be 


DAVID 

ZACCAGNINI 

VP  of  IT, 

The  Polk  Co. 


AVERAGE  WORKWEEK  ►  (60)  HOURS 


Maybe  someone  is  going  through  a  bot¬ 
tle  of  antacid  a  day.  Often,  that’s  when  I 
get  asked  to  intervene. 

What's  the  most  extreme  case  of  exec¬ 
utive  burnout  you've  seen? 

I’ve  seen  at  least  one  death — of  an  oth¬ 
erwise  healthy  37-year-old — that  I’d 
attribute  at  least  partly  to  badly  man¬ 
aged  stress.  The  actual  cause  of  death 
was  heart  attack.  And  he  was  with  a 
high-tech  company.  There  are  lots  of 
other  less  dramatic  examples.  I  had  a 
manager  for  one  of  the  car  companies 
who  told  me  that  he  often  wakes  up  at 


become  compulsive  behaviors.  Work  is 
one  of  those.  If  you  get  addicted  to  the 
charge,  you  start  going  back  for  it  more 
and  more.  For  an  alcoholic,  drinking 
starts  to  take  up 
more  of  the  per¬ 
son’s  life  until 
there’s  not  a  whole 
lot  left.  Work  can 
do  the  same  thing 
for  some  people. 

The  problem  is 
that  you  look  at  an 
alcoholic  or  drug 
addict  and  say,  this 
person  is  going 


enhance  your  ability  to  self-monitor  by 
seeking  feedback  from  others. 

If  you’re  hearing  that  you  spend  too 
much  time  at  the  office,  and  your 
spouse  says  he  or  she 
doesn’t  know  you  any¬ 
more,  don’t  answer  with, 
“I  really  have  no  other 
options.”  That’s  the 
wrong  answer.  If  you 
really  believe  that,  it’s 
time  to  call  for  help.  BE] 

Senior  'Writer  David  Pear¬ 
son  can  be  reached  at 
dpearson@cio.com. 
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Career  Paths 


A  question  for  those  whose  careers  have 
plateaued  at  CIO:  Could  you  run  the  business ? 


BY  DAVID  PEARSON 


Great  leaders  may 
be  born  or  made,  but 
no  one  of  either  stripe 
ever  got  to  the  top 
without  a  serious  de¬ 
sire  to  be  there.  And  opportunities 
abound  for  CIOs  who  aspire  to  ascend 


Reader  ROI 


THIS  FEATURE  IS  PART  OF  CIO'S  SUMMER 
Leadership  Curriculum,  which  began  with 
the  June  15,  1999,  issue. 

Have  you  considered  throwing  your  name 
in  the  ring  for  the  top  spot?  Learn  from 
former  IT  executives  who  successfully 
navigated  upstream  how  to 

►  Assess  your  business-leadership  potential 

►  Parlay  your  IT  experience  into  bankable 
credentials 

►  Broaden  your  skill  set  beyond  IT  to  set 
yourself  up  for  unlimited  growth 


even  in  nontechnology  industries.  It’s  just 
a  matter  of  using  the  CIO  role  to  learn  all 
there  is  to  know  about  the  business — 
while  competently  managing  the  IT  piece 
day  by  day. 

“If  you’re  a  CIO,  you’re  standing  in  the 
crow’s  nest  of  your  business.  You  get  to 
know  the  key  people  in  every  division, 
and  you  can  see  how  all  their  work  comes 
together,”  says  James  Barksdale,  who 
spends  his  days  looking  for  Internet  entre¬ 
preneurs  to  finance  with  the  $700  million 
he  banked  last  fall  when,  as  CEO  of  Net¬ 
scape  Communications  Corp.,  he  orches¬ 
trated  the  company’s  sale  to  America 
Online  Inc.  Now  he’s  a  living  legend  in 
American  business.  But  in  the  early  ’80s 
Barksdale  spent  nearly  five  years  as  CIO 
of  Federal  Express  Corp. 
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Atlas  Travel  Technologies' 

Dean  Sivley  Suggests 

■  Find  someone  senior  to  you  to  confide 
in,  and  ask  that  person  to  be  honest 
with  you  about  your  potential  as  a 
business  leader. 


■  Think  like  a  leader.  Grow  in  your  under 
standing  of  the  business  every  day. 

■  Realize  that  it  really  is  lonelier  at  the 
top.  If  you  become  CEO,  you'll  have 
to  search  harder  to  find  out  what's 
really  going  on. 
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“Being  a  CIO  helped  me  learn  how  to 
work  in  an  environment  of  many  com¬ 
peting  demands  and  finite  resources,”  he 
says.  “It  was  invaluable  experience  and 


business  experience.  They  also  said  their 
skill  sets  were  not  relevant  to  the  CEO 
job,  they  were  viewed  as  too  far 
removed  from  revenue-generating  activ- 


sonable  answer  seemed  to  be  “run  a 
company,”  he  enrolled  in  the  MBA  pro¬ 
gram  at  Columbia  University.  Two  years 
later,  having  graduated  with  honors 


If  you  don't  do  something  out  of  the  ordinary  to 
build  your  business  credibility  while  you're  CIO, 

you'll  probably  never  get  the  chance  to  lead" 

-Dean  Sivley 


I  drew  from  it  throughout  my  corpo¬ 
rate  career.”  Barksdale  says  it  was  as 
CIO  that  he  learned  how  to  depend  on 
human  nature  to  act  in  its  own  interest. 
“Our  staff  performed  best  when  we  rec¬ 
ognized  them  for  attaining  specific 
goals,”  he  says.  “What  gets  rewarded 
gets  done.” 

Predictably,  the  first  crop  of  former- 
CIO  CEOs  has  taken  the  reins  mostly  at 
entrepreneurial  enterprises  trafficking  in 
IT  products  and  services.  Yet  observers 
believe  that’s  bound  to  broaden  soon.  It 
seems  the  CIO  position — a  novelty  just 
a  decade  and  a  half  back — is  maturing 
along  with  the  increasingly  business- 
oriented  individuals  who  are  filling  it. 

“It’s  still  uncommon  to  see  a  CIO  rise 
up  to  CEO  in  a  large,  nontechnical  com¬ 
pany,  but  I  don’t  think  that’s  for  a  lack  of 
qualified  individuals,”  says  Christopher 
Hoenig,  CEO  of  Exolve  Inc.,  a  Wash¬ 
ington,  D.C. -based  consultancy,  and  for¬ 
mer  director  for  information  manage¬ 
ment  and  technology  issues  at  the  U.S. 
General  Accounting  Office.  A  lot  of 
CIOs  have  the  capacity  but  not  the  ambi¬ 
tion  to  run  those  kinds  of  enterprises. 

A  recent  survey  helps  explain  the 
widespread  aversion  to  enterprisewide 
leadership.  In  November  1998  Korn/ 
Ferry  International,  the  world’s  largest 
executive  recruiter,  polled  heads  of  IT  at 
340  companies  in  France,  Germany,  the 
United  Kingdom  and  the  United  States 
and  found  that  just  29  percent  of  U.S. 
CIOs  believe  they’ll  rise  to  the  helms  of 
their  respective  enterprises  over  the  next 
five  years.  (By  comparison,  some  46  per¬ 
cent  of  French  CIOs  predicted  their 
ascendance.)  The  prime  reason  Amer¬ 
icans  gave  for  their  pessimism:  a  lack  of 


ities  and  they  couldn’t  seem  to  change 
entrenched  perceptions. 

“I  had  to  fight  for  profit-and-loss 
responsibility” — and  that  was  just  to 
move  from  IT  head  to  a  business  vice 
president  role,  recalls  Katherine  Hudson, 
former  CIO  of  Eastman  Kodak  Co. 
“Being  a  woman  added  to  the  challenge. 
But  once  I  showed  that  I  could  deliver 
on  the  bottom  line,  it  got  a  lot  easier  to 
move  forward.”  Hudson  is  now  presi¬ 
dent  and  CEO  of  Brady  Corp.,  a  Mil¬ 
waukee-based  manufacturer  of  indus¬ 
trial  products. 

No  matter  the  size  of  the  company  or 
the  industry,  all  top  executives  face  the 
same  challenges:  maximize  revenues, 
minimize  expenses  and  do  more  business 
this  year  than  last. 

To  find  out  how  well  time  spent  as 
CIO  prepares  an  individual  to  take  on 
such  expansive  and  intimidating  respon¬ 
sibilities — and  to  learn  what  an  IT-based 
background  may  lack — CIO  spoke  at 
length  with  former  CIOs  who  now  lead 
growing  companies. 

Dean  Sivley 

President&  CEO, 

Atlas  Travel  Technologies 

Former  CIO  at  Duracell,  Rosenbluth  International 

What  do  you  do  when  you’re  just  36 
and  already  a  successful  CIO  of  a  well- 
known  consumer-products  company? 
That’s  the  question  Dean  Sivley  asked 
himself  in  1993,  when  he  held  the  top  IT 
job  at  Duracell  Inc.  When  the  only  rea- 


despite  living  a  dual  life  as  full-time  stu¬ 
dent  and  executive,  he  took  a  stride  in 
that  direction.  Accepting  an  unusual  job 
offer  from  Hal  Rosenbluth,  the  charis¬ 
matic  founder  of  a  blossoming  com¬ 
mercial  travel  business,  Sivley  became 
that  company’s  CIO.  Five  months  later 
he  became  head  of  marketing  too.  He 
saw  the  double-hatted  post  as  a  chance 
to  move  closer  to  his  ultimate  goal. 

“I  always  loved  business  and  I  always 
knew  I  wanted  to  run  my  own  firm,”  he 
says.  “At  the  same  time,  one  thing  I  was 
really  good  at  was  technology.  Rosen¬ 
bluth  gave  me  a  chance  to  combine  those 
two  interests.” 

Two  years  into  that  assignment, 
Sivley’s  juggling  act  caught  the  eye  of 
another  player  in  the  travel  industry. 
Atlas  Travel  Technologies  Inc.,  an  Aus¬ 
tralia-based  online  seller  of  finance,  tour- 
management  and  reservation  software 
to  travel  agencies,  recruited  him  to  lead 
its  operations  in  Europe  and  the  Amer¬ 
icas.  (Another  CEO  runs  the  Australian 
and  New  Zealand  business.) 

Looking  back,  Sivley  says  he  may  not 
have  succeeded  in  his  lifelong  quest  had 
he  not  had  a  dedicated  mentor  along  the 
way.  While  he  was  an  electronic-data- 
processing  auditor  in  1982  at  Duracell’s 
parent  company,  Wade  Lewis,  the  senior 
vice  president  and  CFO,  saw  Sivley’s  lead¬ 
ership  potential  and  began  encouraging 
him  to  broaden  his  horizons.  Lewis 
explained  to  him  what  he  was  up  against 
in  fighting  perceptions  and  coached  him 
as  he  sought  to  get  beyond  them.  “He 
was  honest  in  his  big-picture  critiques  of 
my  performance,  sometimes  brutally  so,” 
says  Sivley.  “And  I  realize  now  that  was 
precisely  what  I  needed.” 
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-  Computer  Technology  Review 


Every  industry  has  its  de  facto  standards  you  can  count  on.  And  according  to  CTR,  it's 
DLTtape™for  backup  systems.  It's  one  of  the  fastest,  most  reliable,  most  scalable 
data  backup  system  in  the  business.  Just  look  for  "DLTtape"  or  the  authorized 
DLTtape  logo  mark  on  all  your  backup  drives  and  media.  For  more  information  on 
storage  that  really  works,  go  to  www.DLTtape.com.  And  you  can  quote  us  on  that. 
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DLTtape  and  the  DLTtape  logo  are  trademarks  of  Quantum  Corportation. 
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Boosted  by  such  backing,  Sivley  en¬ 
joyed  success  on  a  wide  array  of  projects 
and  goals.  This  gave  him  the  confidence 
he’d  need  to  report  directly  to  a  board 
of  directors — and  to  sway  them  when  it 
seemed  necessary.  When  he  arrived  at 
Atlas  in  fall  1997,  the  company’s  busi¬ 
ness  was  based  on  a  direct-to-consumer 
model.  Sivley  believed  that  Atlas  ought 
to  focus  its  immediate  attention  on 
travel  agencies  and  tour  operators  as  its 
main  distribution  channels.  “Nothing 
I’d  been  through  as  a  CIO  compares 
with  selling  a  board  of  directors  on  a 
fundamental  change  in  the  direction  of 
the  company,”  says  Sivley.  “It’s  a  huge 
responsibility  because  if  you  get  what 
you  want  and  you  end  up  being  wrong, 
you  could  adversely  affect  a  lot  of  peo¬ 
ple.”  But  he  felt  confident  that  his  CIO 
training  had  prepared  him  for  just  such 
a  challenge. 

“In  a  technology-related  business,  an 
IT  person  is  probably  better  prepared 
than  anyone  else  to  lead,”  says  Sivley. 


Paths 


“Nowadays  strategic  planning  is  a  mat¬ 
ter  of  envisioning  scenarios  that  can  be 
made  possible  only  through  IT.” 

He’s  equally  convinced  in  the  value  of 
the  business  credibility  he  took  the  time 
to  build.  “If  you’re  a  CIO  who  can’t  sit 
down  and  have  a  real  in-depth  dis¬ 
cussion  with  the  heads  of  market¬ 
ing,  finance  and  operations,  you 
can’t  expect  those  individuals  to 
get  behind  you  when  you  try  to 
nudge  the  company  in  new 
directions  made  possible  by 
technology,”  he  says.  “And  if 
you  don’t  do  something  out  of 
the  ordinary  to  build  your 
business  credibility  while 
you’re  CIO,  you’ll  probably 
never  get  the  chance  to 
lead.”  In  a  class  of  65  MBA 
candidates,  Sivley  was  one 
of  only  two  IT  professionals. 

For  more  on  Dean  Sivley,  see 
“Rosenbluth’s  Dean  Sivley,”  CIO,  May 
15, 1997. 


revolutionizing  how 


you  share  information. 


Sprint  I0NSM  Integrated  On-Demand  Network.  Voice,  video,  data  and  Internet  on  a  single  connection.  It's  here.  It's  real. 
And  it  will  totally  revolutionize  the  way  employees,  suppliers  and  customers  share  information.  Because  Sprint 
ION  redefines  collaboration.  Now  everyone  will  be  able  to  work  together  in  real  time,  sharing  input  from  every 
source.  And  because  geographical  constraints  can  be  virtually  eliminated,  it  will  have  great  impact  on  your  entire 
business  world — from  facilitating  the  hiring  and  management  of  employees  to  improving  the  response  time  of 


Larry  Grandia 

President&  CEO, 

Daou  Systems 

Former  CIO  atlntermountain  Health  Care 

Larry  Grandia  got  his  first  taste  of  broad 
business  leadership  in  1986,  when  the 
board  of  trustees  at  the  multihospital 
system  at  which  he  served  as  CIO  asked 
him  to  provide  quarterly  reports.  They 
wanted  to  know  how  IT  was  helping  to 
advance  the  corporate  mission  and  how 
it  could  improve  its  contribution.  Twelve 
years  later,  the  founder  and  chairman  of 
Daou  Systems  Inc.,  a  health-care  IT  solu¬ 
tions  company  with  800  employees  on 
whose  IT  advisory  board  Grandia  served 
during  his  tenure  at  Intermountain, 
offered  him  the  chance  to  run  the  show, 
from  marketplace  vision  to  internal  exe¬ 
cution. 

By  that  time,  Grandia  had  grown  to 
love  the  fine  art  of  strategic  leadership 


It's  about  facing 
your  stockholders, 
with  a  smile. 


your  supply  chain.  But  it's  not  just  about  how  Sprint  ION 
will  help  you  face  the  future  as  a  faster,  more  responsive 
company.  It's  about  building  stronger  bonds  between  all  the 
people  who  push  your  business  further.  Isn't  that  the  point 
of  contact?  www.sprint.com/ion  Toll-free  1-877-SPRINT  ION 


Sprint 


The  point  of  contactSM 
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even  more  than  he  loved  being  CIO 
of  an  institution  he’d  belonged  to  for 
nearly  30  years,  including  26  in  senior 
management. 

“When  the  opportunity  was  put  in 
front  of  me,  I  realized  how  exciting  it 
might  be  to  leverage  all  my  years  of 
experience  and  take  total  responsibility 
for  an  organization,”  he  says. 

Part  of  that  has  meant  unlearning 
some  old  mental  habits — a  certain  chal¬ 
lenge  facing  any  CIO  moving  to  the  top 
spot.  “Sometimes  IT  professionals  get  a 
little  too  consumed  with  mastering  tech- 


Ponder's  Pointers 

■  Thrust  yourself  into  broader  busi¬ 
ness  discussions. 

■  Take  on  more  than  your  fair  share. 
Become  an  expert  in  the  business 
end  to  end. 


move  to  the  top  in  nontechnical  fields. 
“If  CIOs  are  ever  going  to  run  these 
kinds  of  institutions,  it  won’t  be  simply 
as  a  byproduct  of  being  top-notch  tech¬ 
nology  executives,”  says  Grandia. 

Grandia  says  he  could  have  been  con¬ 
tent  continuing  to  help  lead  Inter¬ 
mountain  through  the  sea  changes  that 
continue  to  transform  the  American 
health-care  system.  But  the  chance  to 
learn  entirely  new  skills  on  the  job — he 
went  from  an  established,  nonprofit 
giant  to  a  publicly  traded,  entrepreneur¬ 
ial  venture — is  paying  off  in  the  form  of 
a  sense  of  personal  growth  he  hasn’t 
experienced  since  his  younger  years. 

“There  is  something  incredibly  liber¬ 
ating  and  energizing  about  hearing,  ‘Put 
your  thumbprint  on  the  future  of  this 
company,”’  he  says.  “Somehow  nothing 
else  compares  with  being  at  the  point  of 
a  spear,  watched  by  many  who  have  a 


stake  in  your  decisions,  and  forced 
to  make  all  the  right  moves.” 

Ron  J.  Ponder 
President  &  CEO, 

Beechwood  Data  Systems 

Former  CIO  at  Federal  Express,  Sprint,  AT&T 

When  Carl  Yastrzemski  succeeded  Ted 
Williams  in  left  field  for  the  Boston  Red 
Sox  in  1961,  he  knew  he  had  oversize 
shoes  to  fill. 

Ron  Ponder  can  relate.  He  took  over 
the  CIO  post  at  Federal  Express  Corp. 
in  1981  when  Jim  Barksdale  moved  up 
to  COO  of  the  rapidly  growing 
overnight-delivery  company.  Like  Yaz, 
who  went  on  to  earn  his  own  way  into 


significantly  smaller  one,  prepare 
for  far  fewer  layers  of  support. 


nology,”  says  Grandia.  “A 
natural  outgrowth  of  that 
is  coming  to  believe  that 
technology  is  the  ultimate 
success  factor.  In  fact,  it’s 
just  one  of  many;  the  true 
success  factor  is  the  qual¬ 
ity  of  the  relationships  you 
build  with  people.” 

Could  he  have  ascend¬ 
ed  to  CEO  at  Intermoun¬ 
tain,  with  its  23,000  em¬ 
ployees  and  multiple 
facilities?  “If  you  have  the 
skills  to  lead,  you  can  do 
so  in  any  organization,” 
Grandia  answers.  But  he 
notes  that,  in  the  case  of 
a  major  regional  health¬ 
care  provider,  potential 
CEOs  need  a  uniquely 
credible,  positive  and  vis¬ 
ible  relationship  with 
many  different  groups, 
including  doctors,  nurses 
and  community  lead¬ 
ers.  And  many  CIOs 
may  face  similar  stum¬ 
bling  blocks  as  they  try  to 


'Price  shown  refers  to  U.S.  estimated  soiling  pnoe  tor  tlie  Minitower  655CUOOOOjCDS  (part  number  1 22706003).  Actual  resollei  pricing  may  vary  ** For  hard  drives.  GB^billion  bytes.  ’  Data  transler  rates  tor  32X  Max  CD-ROM  will  vary  from  1 50  KB'S  to  -4800  KB's  Operating  system  installed  Intel,  the 
Intel  inside  logo  and  Pentium  are  regstered  trademarks  of  Intel  Corporation  in  the  U.S.  and  other  countries.  Compaq,  the  Compaq  logo  and  Deskpro  are  registered  trademarks  and  Better  answers  is  a  service  mark  of  Compaq  Computer  Conxxaiion  ©1 999  Compaq  Computer  Corp  All  lights  reserved. 


Try  “ingenious.”  How  better  to  describe  a  PC  that  makes 
your  life  so  much  easier  in  so  many  ways — and  at  so  little 
cost?  Industry-leading  management  tools  make  Compaq 
Deskpro  as  cooperative  a  machine  as  you  could 
dream  up.  And  Deskpro  is  designed  to  integrate 
seamlessly  into  a  full  array  of  enterprise  management  solutions.  Plus,  pentium®/// 
with  our  new  Insight  Manager  LC,  you’ll  configure,  track,  upgrade  and  diagnose 
each  Deskpro  with  ease.  How  smart  is  that ?  Find  out  more 
at  www.compaq.com/deskpro,  contact  your  reseller  or 
phone  1-800-AT-COMPAQ. 


Deskpro  EN  at  $2,699**  Intel®  Pentium®  III  Processor  550  MHz 

•  128  MB  SDRAM  •  10  GB**  SMART  II  Ultra  ATA  Hard  Drive 

•  Compaq  S700 17"  (15.7"  viewable)  monitor  •  32X  Max*  CD-ROM 

•  3-year  limited  warranty  including  1  year  on-site 
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Warren  Bennis's  Commentary 


CEOs:  Generation  Next 


The  former  cios,  now  ceos,  profiled  here  embody  five 

key  points  essential  for  anyone  who  aspires  to  lead  a  company. 
First,  they  all  had  the  drive  to  become  CEO.  You  have  to  want 
to  be  the  boss,  although  a  paradox  worth  pointing  out  is  that  you 
can’t  want  it  too  much.  People  who  can’t  live  without  power  become 
the  Richard  Ills  of  the  world. 

Second,  they  all  saw  the  world  in  the  context  of  possibilities  and  oppor¬ 
tunities,  unlike  Dave  Shepard,  our  case  study  CIO  from  “Stranger  in  a 
Strange  Land”  (see  the  June  15, 1999,  issue).  He  had  to  be  in¬ 
vited.  In  this  article  you  have  Dean  Sivley,  who’s  out 
there  pushing.  He’s  found  the  right  mentor,  he’s  identi¬ 
fied  developmental  opportunities  for  himself.  He  wasn’t 
passive  and  reactive;  he  didn’t  wait  to  be  chosen. 

Third,  these  CEOs  are  deep  generalists,  something 
all  successful  leaders  of  the  future  will  need  to  be.  They 
haven’t  just  mastered  the  technology,  they  have 
peripheral  vision  that  takes  in  all  parts  of  the  organ¬ 
ization.  Jim  Barksdale  says  that  as  CIO  at  FedEx 
he  knew  what  was  going  on  in  all  the  departments. 

He  had  that  prismatic,  wide-angle  view,  which  very 
few  people  have. 

Fourth,  each  of  these  former  CIOs  has  enough 
self-confidence  to  take  risks. 

Fifth,  they  are  all  perpetual  learners.  I  don’t  think 
there  is  any  way  to  succeed,  or  continue  to  succeed, 
these  days  unless  you  continually  have  your  eyebrows 
raised  in  curiosity. 

As  I  state  in  my  conclusion  to  C/O’ s  Leadership 
Summer  Curriculum  on  Page  50, 1  think  the  next  gen¬ 
eration  of  corporate  leaders  will  come  from  the  IT  arena 
and  the  CIO  position.  Given  the  Internet  era  we’re  enter¬ 
ing  and  the  importance  of  information  in  this  wired 
world,  who  better  to  succeed  as  a  corporate  leader?  I’d 
like  to  see  a  high-level  internship  program  created  in  which 
companies  place  their  CIOs  as  executive  assistants  to  CEOs 
either  in  their  own  organizations  or  other  companies.  For 
six  months  to  a  year,  the  CIO  would  shadow  the  CEO. 

This  would  be  a  great  training  opportunity,  and  I  think 
such  a  program  would  be  very  important  to  the  future 
of  leadership  in  our  society.  -Warren  Bennis 


Cooperstown,  Ponder  has  been  the  driv¬ 
ing  force  behind  some  of  the  most  cele¬ 
brated  IT  feats  of  the  past  two  decades. 

At  FedEx,  his  employer  for  17  years, 
he  orchestrated  the  creation  of  the  pack¬ 
age-tracking  system  that  propelled  the 
company  to  the  $13.3  billion  success 
story  it  is  today.  Next  stop  was  Sprint 
Corp.,  where  he  put  together  an  ambi¬ 
tious  universal  billing  system;  then  came 
AT&T  Corp.,  where  he  oversaw  the 
implementation  of  a  critical  customer 
billing  and  marketing  system. 

In  1997  Ponder  accepted  the  position 
of  president  and  CEO  of  Beechwood 
Data  Systems — then  a  400-employee, 
$56  million  telecom  systems  and  services 
vendor.  The  company  has  grown  by 
nearly  40  percent  a  year,  and  earlier  this 
year  it  was  purchased  by  the  Cap  Gemini 
Group.  The  merger  instantly  vaulted 
Beechwood  to  750  employees  and  $130 
million  in  revenues;  it  plans  to  maintain 
the  Beechwood  name  to  grow  its  telecom 
business  in  the  United  States  and  main¬ 
tain  the  existing  management  base. 

Ponder,  a  CIO  hall  of  famer,  isn’t 
given  to  brash  pronouncements.  But  he’s 
thrilled  with  his  decision  to  scale  down 
to  a  smaller  enterprise  to  take  on  fresh 
opportunities  and  challenges. 

“I  come  to  work  every  day  with 
young,  energetic  and  enthusiastic  peo¬ 
ple,”  he  says.  “We  have  a  good  product 
and  good  service.  We’re  in  demand  and 
the  industry  is  growing.” 

Ponder  credits  his  success  to  hav¬ 
ing  taken  the  initiative  to  lead  at  any 


On  Our  Web  Site 


cio.com 

For  More  on 
Becoming  a  CEO 

See  what  Bob  Herbold,  former  vice  president  of 
IT  at  The  Procter  &  Gamble  Co.  and  now  COO  at 
Microsoft  Corp.,  has  to  say  about  leveraging  the 
CIO  position  at  www.cio.com/printlinks. 

For  More  on 
Enterprise  Leadership 

For  other  articles,  links  and  leadership 
resources,  visit  CIO's  Leadership  Research  Center 
at  www.cio.com/forums/leadership. 


opportunity  throughout  his  CIO  career. 
“I  was  fortunate  enough  to  always  be 
saddled  with  more  than  just  the  devel¬ 
opment  and  implementation  of  IT  sys¬ 
tems,”  he  says.  “I  wanted  to  be  more 
involved  in  the  business  and  I  always 
made  it  a  priority  to  know  as  much 
about  the  customers,  products  and  ser¬ 
vices  as  the  guys  in  marketing  and  sales. 


I  always  went  to  the  front  of  the  food 
chain,  started  with  the  customer  and 
understood  the  company  operations  to 
the  very  last  process.” 

For  more  on  Ron  Ponder,  see  “Hall  of 
Fame,”  CIO,  Sept.  15,  1997.  OB 

Senior  Writer  David  Pearson  can  be 
reached  at  dpearson@cio.com. 
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The  New  World  Is  Flat 


Simply  revolutionary.  The  flat  screen  is  the  future,  and  Samsung  is  #1 
in  TFT  technology.  The  1 7”  and  1 8.1"  TFT  monitors  are  specially  designed 
for  high-end  business  and  professional  use.  With  its  extra-wide  160- 
degree  viewing  angle,  TCO  '99,  dual  inputs  (D-sub  and 
13W3),  4 : 3/5 : 4  image  expansion,  user-controllable  filter 
(24-step  image  enhancement)  and  USB  and  speaker 
options,  the  TFT  is  nothing  short  of  a  technological 
breakthrough  that  will  change  the  way  the  world  views 
monitors.  Our  cutting-edge  technology  enhancements 


include  advanced  image  scaling,  zoom  functionality  to  8X  and  three 
different  color  modes.  Samsung  offers  everything  from  13.3"  to  18.1 "  TFT 
flat  panel  monitors  and  the  widest  selection  of  factory-installed  options: 

resistive,  capacitive  and  SAW  touch  screens,  protective 
glass,  USB,  multimedia  and  VESA  wall  mount 
compatibility.  Check  out  Samsung's  advanced 
technology  and  your  monitor's  ROI  by  visiting  us  at 
www.samsung-monitor.com.  For  more  information, 
call  us  at  1  800  SAMSUNG.  Simply  Samsung. 


THE  WORLD’S  #1 
MANUFACTURER 

OF  CRT  AND  TFT  DISPLAYS 

monitors 
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Down 


by  Warren  Bennis 


Tn  this  Internet  era,  when  change  is 
both  profound  and  unprecedented, 
the  hand  on  the  throttle  of  growth 
is  yours.  As  CIO,  you  are  better 

equipped  than  anyone  to  integrate  the  complex  strategic  initia¬ 
tives  of  the  various  corporate  business  units.  You  can  be  both 
the  glue  and  the  lubrication  that  holds  those  efforts  together  and 


moves  them  forward. 

Given  that,  I  predict  the  next  generation  of  cor¬ 
porate  leaders  will  be  people  like  you — executives 
who  understand  the  transforming  opportunities  and 
risks  of  information  technology.  But  your  goals  will 
be  different.  The  bosses  of  yesteryear  were  preoccu¬ 


pied  with  three  objectives:  control,  order  and  pre¬ 
dictability.  Today  we  need  leaders  who  can  inspire, 
empower  and  lead  their  companies  in  a  continual 
dance  of  adaptability. 

Because  of  the  integral  nature  of  the  role,  CIOs 
cannot  succeed  alone.  You  need  mentors  and  cham- 
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Warren  Bennis's  Biography 


Warren  Bennis  is  a  distin¬ 
guished  professor  of  business 
administration  at  the  Marshall 
School  of  Business,  the  found¬ 
ing  chairman  of  The  Leader¬ 
ship  Institute  at  the  University 
of  Southern  California  and  a 
consultant  to  multinational 
companies  and  governments 
worldwide.  He's  authored  and 
coauthored  such  seminal 
leadership  books  as  Leaders: 
Strategies  for  Taking  Charge, 
Why  Leaders  Can't  Lead,  On 
Becoming  a  Leader  and  Organ¬ 
izing  Genius:  The  Secrets  of 
Creative  Collaboration.  His  lat¬ 
est  book,  coauthored  with 
David  Heenan,  is  Co-Leaders: 


#1 


pions  among  your  fellow  officers,  partic¬ 
ularly  the  CEO,  who  appreciate  the  crit¬ 
ical  part  you  play.  The  CEO  must  recruit 
and  leverage  championship  teams  with 
the  CIO  as  the  star  player. 

If  it’s  the  CIO’s  turn  to  run  with  the 
ball,  then  why  are  so  many  of  you  stand¬ 
ing  on  the  sidelines  waiting  for  someone 
to  hand  it  to  you?  As  I’ve  seen  while  serv¬ 
ing  as  C/O’ s  guest  editor  this  summer, 
many  of  you  feel  undervalued.  You  hesi¬ 
tate  to  assert  yourselves  as  enterprise 
leaders.  I’m  not  sure  why.  It  may  be  con¬ 
ditioning  from  years  spent  in  the  back 
office,  out  of  sight  and  mind.  It  may  be  a 
function  of  the  technologist  personality 
type.  Or  it  may  be  indifference  from  an 
unenlightened  organization. 


Whatever  the  barriers  are,  you  need  to 
overcome  them.  If  you  can’t  or  won’t  step 
up  to  this  obligation,  then  you  shouldn’t 
be  in  this  position.  For  those  who  are  try¬ 
ing,  keep  at  it.  As  with  our  case  study  CIO 
David  Shepard,  your  leadership  lessons 
must  continue.  Although  this  summer  fea¬ 
ture  series  ends  here,  CIO  will  continue 
to  provide  articles  and  forums  on  this 
topic,  including  an  inside  look  at  a  lead¬ 
ership  training  program  and  best  practices 
for  developing  leaders  in  your  depart¬ 
ment.  Look  for  these  and  seek  out  other 
resources  and  mentors  within  and  outside 
your  organization.  Best  wishes  for  success 
in  your  pursuit  of  leadership. 

-Warren  Bennis, 
University  of  Southern  California 


The  Power  of  Great  Partner¬ 
ships  (John  Wiley  &  Sons  Inc.). 
Bennis  has  been  an  adviser  to 
four  U.S.  presidents,  served  as 
president  of  the  University  of 
Cincinnati,  and  in  the  mid- 
1960s  he  predicted  the  inevi¬ 
table  demise  of  communism 
and  the  bureaucratic  organi¬ 
zation.  At  age  19,  he  was  the 
youngest  U.S.  infantry  officer 
to  serve  in  the  European  the¬ 
ater  of  World  War  II,  receiving 
a  Bronze  Star  and  Purple 
Heart. 
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TURNAROUND 


Trainsformation 

A  derailing  IT  organization  gets  back  on  track 

BY  DAVID  PEARSON 

HE  DEMONSTRATION  IS  ABOUT  These  people  must  approve  every  expenditure 

to  begin.  From  the  right  side  over  $25,000.  He  and  the  IT  organization  he 

of  an  elongated  L-shaped  table,  has  revamped  could  come  off  looking  like 

a  chipper  middle-age  man  heroes  or  hacks, 

adjusts  the  monitor  on  a  laptop  Menzano  fidgets  as 

computer.  He  begins  maneuvering  a  mouse  and  section  of  the  hall, 
launches  into  an  enthusiastic,  if  low-key,  presen-  which  is  filled  with 
tation.  Twenty  men  and  women  lined  up  around  a  few  dozen  Septa 

the  table  turn  their  eyes  to  a  large  projection  staffers  plus  mem- 

screen,  on  which  a  colorful  page  materializes.  hers  of  the  press 

First  come  words,  then  pictures  and,  at  the  top,  and  general  public, 

framed  in  bright  yellow,  a  familiar  logo  and  slo-  He  hopes  the  pre- 

gan:  SEPTA.  Serious  About  Change.  senter.  Septa  General  Manager  John  K.  “Jack” 

It’s  the  January  1 999  meeting  of  the  board  of  Leary,  doesn’t  bobble  the  technology  he’s  cheer- 

directors  of  the  Southeastern  Pennsylvania  fully  clicking  through.  Leary  is  hailed  throughout 

I  ransportation  Authority,  and  the  first  chance  Philadelphia  as  the  man  who  saved  Septa.  Under 
most  in  the  room  have  had  to  view  the  organiza-  his  watch  it  recovered  from  a  decade  of  deficits  to 
tion’s  new  Web  site.  For  the  board,  it’s  a  minor  a  three-year  budget  surplus.  But  by  his  own 

item  on  the  agenda.  But  for  Septa  CIO  Ralph  admission  he’s  a  computer  novice.  And  who  can 

Menzano,  the  next  1 0  minutes  are  critical.  say  when  a  network  connection  might  bug  up? 


he  looks  on  from  the  gallery 


Reader  ROI 


READ  THIS  STORY  TO  LEARN 

►  Why  sales  skills  are  as  impor¬ 
tant  for  a  CIO  as  technical 
know-how 

►  How  to  bring  out  the  best  in 
your  people  through  teamwork 

►  What  a  CIO's  leadership  skills 
can  do  for  an  organization 

in  trouble 


Later  Menzano  likens  the  experience  to  watching  a  cele¬ 
brated  astronaut  climb  behind  the  controls  of  a  new  space 
shuttle.  On  live  TV.  From  the  point  of  view  of  the  engineer 
who  designed  the  console.  “Live  technology  demos  are  risky 
business,”  he  says.  “Any  number  of  things  could  go  wrong.” 

This  time,  all  goes  well.  The  lights  come  up  and  several 
members  of  the  board,  local  civic  leaders  intent  on  represent¬ 
ing  the  interests  of  their  constituencies,  take  turns  voicing  their 
approval.  One  likes  the  fact  that  the  site  will  allow  RFPs  to 
reach  a  wide  variety  of  bidders.  Another  is  keen  on  its  ability 
to  deliver  travel  advisories.  A  third  likes  the  potential  to  find 
new  workers  and  publicly  announce  job  openings. 

Menzano  sits  back  and  basks  in  the  moment.  And  why  not? 
This  is  one  small  step  for  Septa,  one  giant  leap  for  Septa  IT.  A 
year  and  a  half  before,  the  division  lay  in  disarray.  In  fact,  it 
tottered  on  the  edge  of  extinction — or,  at  least,  death  by  out¬ 
sourcing.  Today  it’s  recognized  throughout  the  enterprise  as 
an  integral  source  of  innovation  and  one  of  the  prime  pro¬ 
pellers  of  Septa’s  dramatic  turnaround. 


Business 


epta,  the  sixth-largest  public  transportation  oper¬ 
ator  in  the  United  States,  moves  a  million  riders  a 
day  around  metropolitan  Philadelphia  on  buses, 
trolleys,  subways  and  trains.  Its  combined  oper¬ 
ating  and  capital  budgets  are  over  $1  billion,  and 
expenses  not  covered  by  ticket  sales  must  be  made 
up  by  federal,  state  and  local  subsidies.  Before 
Leary’s  arrival  in  1997,  Septa  was  a  perennial  loser  of  riders. 

Much  of  the  problem  stemmed  from  urban  sprawl,  as  busi¬ 
nesses  followed  residents  to  the  suburbs  en  masse,  but  the  rest 
of  the  story  lay  in  an  ungainly  organizational  structure.  Septa 


Planned  Emergence 

Highlights  of  Septa's  five-year  IT  plan  show  how  CIO  Ralph 

Menzano  led  his  department  from  a  state  of  irrelevance  to  one 

of  influence 

GOALS 

■  Ensure  that  IT  staff  understands  the  transportation  business 

■  Integrate  fragmented  information  systems 

■  Use  technology  as  a  catalyst  for  teamwork,  both  within  IT  and 
among  departments 

■  Encourage  project  leadership 

■  Buy  rather  than  build 

SYSTEMS  PLANNING 

■  Project-management  focus  ensures  alignment  of  IT  activities 
with  goals  of  the  business 

■  Application  portfolio  plan  prioritizes  most  pressing  initiatives 

■  Technology  infrastructure  plan  focuses  on  flexibility  and  long¬ 
term  growth 

■  Resource  plan  combines  staff,  consultants  and  vendors 
according  to  specific  skills  required  for  each  project 


was  inefficient  in  the  way  only  a  lumbering  govern¬ 
mental  body  can  be;  for  example,  close  to  30  indi¬ 
viduals  reported  directly  to  the  previous  GM. 
Consequently,  it  was  ill-equipped  to  deal  with  slow 
but  massive  change  like  that  brought  on  by  shifting 
demographics. 

Septa’s  drain  on  public  funds,  combined  with  its 
high  visibility,  made  it  an  easy  target  for  local  press 
and  politicians.  Its  bad  reputation  ensured  that  more 
than  9,100  employees  reported  to  work  each  day 
feeling  less  than  proud  of  what  they  were  contribut¬ 
ing  to — a  deeply  entrenched  government  bureau¬ 
cracy  that  couldn’t  die  the  spectacular  death  of  a  pri¬ 
vate  corporation  but  seemed  reluctant  to  pull  itself 
out  of  its  downward  spiral.  The  low  point  came 
when  a  local  investigative-news  crew  used  a  hidden 
camera  to  film  bus  mechanics  sleeping  on  the  job. 

The  negativity  mirrored  what  was  going  on  inter¬ 
nally.  As  for  MIS,  as  it  was  called  until  Menzano’s 
arrival,  it  was  a  standout  in  a  culture  of  fractured  fief- 
doms.  Its  58  staff  members  were  scattered  through¬ 
out  Septa’s  eight  operating  divisions  and  interacted 
with  one  another  only  incidentally.  Stovepipe  sys¬ 
tems  abounded.  By  Menzano’s  reckoning,  “the  con¬ 
cept  of  teamwork  hadn’t  found  a  foothold.” 
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TURNAROUND 


yi. 


Septa  had  just  2,400  or  so 
regular  computer  users,  but 
many  had,  with  the  help  of 

“their”  MIS  people,  built  then- 

own  customized  systems  on 
their  own  budgets  without 
regard  for  what  others  were 
building.  By  one  count  there 
were  195  systems  running  on 
23  platforms.  An  acting  MIS 
director  had  come  to  limit  his 
role  to  mainframe  support — 
an  understandable  position 
given  the  fact  that  he  and  his 
predecessors  reported  to  a  suc- 
.  cession  of  senior  managers 

\  who  frequently  asked  at  the 

board  of  directors'  behest, 
H  “Haven’t  we  spent  enough  on 
computers?” 

Things  got  so  bad  for  the 
MIS  staff,  recalls  Bruce 
McKenzie,  a  1 7-year  manager 
of  computing  services,  that 
“you  would  get  on  the  eleva¬ 
tor  and  someone  from  an¬ 
other  department  would  offer 
his  condolences.”  With  little 
meaningful  work  and  grim 
prospects  for  the  future,  he 
and  his  kind  came  to  be 
seen  as  casualties.  McKenzie 
helped  write  the  outsourcing 
RFP  and  hoped  for  an  out¬ 
sider  to  come  in,  hire  most  MIS  staffers  and  turn  things  around. 
Yet  he  wasn’t  surprised  when  the  invitation  failed  to  scare  up 
a  single  serious  bid.  “I  guess  companies  knew  they’d  need  to 
jump  through  all  kinds  of  bureaucratic  hoops,  and  for  not  a 
particularly  lucrative  account,”  he  says. 


m 


y  1995  the  board  of  directors  decided  things  had 
gone  too  far.  That  year  it  commissioned  an  inde¬ 
pendent  study  to  take  an  unblinking  look  at 
Septa’s  problems.  It  came  back  strongly  advising 
a  new  strategic  business  plan.  This  led  to  recruit¬ 
ing  Leary,  who  promptly  hired  Phoenix 
Management  Services,  a  turnaround  consultancy 
based  in  Chadds  Ford,  Pa.,  to  recommend  specific  steps  to  recov¬ 
ery.  When  Phoenix  urged  dramatically  stepped-up  spending  on 
IT,  Leary  raised  a  few  eyebrows  by  connecting  the  two  seemingly 
unrelated  study  recommendations:  He  persuaded  the  board  to 
create  a  new  position,  assistant  GM  of  strategic  business  and  rid- 
ership  development,  and  placed  MIS  directly  under  it. 

The  man  he  brought  in  to  fill  the  slot,  Bernard  Cohen,  a  vet¬ 
eran  of  the  transit  authorities  in  New  York  City  and  Boston, 
made  hiring  Septa’s  first  CIO  one  of  his  top  priorities.  “We 


knew  we  needed  someone  who  wasn’t  afraid  to  tell  us  just  how 
far  behind  the  curve  we  were,”  says  Cohen.  “And  it  had  to  be 
someone  who  could  explain  the  issues  in  such  a  way  that  our 
board  could  understand  them.” 

It  would  be  a  bonus  if  that  individual  also  had  the  energy, 
not  to  mention  the  wherewithal,  to  tackle  those  issues.  “This 
industry  hasn’t  kept  up  with  technology,”  adds  Cohen.  “We 
still  run  electrically  charged  trains  down  tracks.  We  still  have 
conductors  who  go  through  trains  and  punch  tickets,  and  you 
watch  the  confetti  fall  on  the  floor.  We  need  to  move  forward.” 


A  Cl©  Ss  Born 

Ot  was  a  twist  of  unfortunate  fate  that  brought  Ralph 
Menzano  into  Cohen’s  office  for  a  job  interview  in 
early  1997.  Menzano  had  been  working  as  a  vice  pres¬ 
ident  in  charge  of  IT  for  the  commercial  real  estate 
division  of  The  Chase  Manhattan  Corp.  in  New  York 
City  when  his  father,  who  lived  an  hour  away  in 
Philadelphia,  fell  terminally  ill.  A  move  to  Septa  would 
allow  Ralph  to  help  his  family  handle  the  crisis.  Coincidentally, 
the  elder  Menzano  was  a  retired  40-year  veteran  of  the  Reading 
Railroad,  a  laborer  who  had  instilled  in  his  son  a  love  for  the 
lore  of  trains. 

As  for  career  considerations,  the  situation  was  a  tempting 
opportunity  wrapped  inside  a  set  of  daunting  challenges. 
Menzano  would  have  to  take  a  substantial  pay  cut,  but  he  would 
have  the  chance  to  rebuild  a  crumbled  IT  organization  accord¬ 
ing  to  the  vision  he’d  acquired  through  more  than  20  years  of 
experience.  “To  take  something  that  is  completely  disjointed  and 
dysfunctional  and  do  everything  you  can  to  turn  it  into  a  vital 
part  of  a  business  striving  to  revitalize  itself  is  really  a  lot  of  fun,” 
he  says.  That  was  the  right  attitude  to  take  if  he  was  to  survive 
the  transition  from  the  high-flying  world  of  Manhattan  bank¬ 
ing  to  the  staid  realm  of  governmental  service. 

Menzano’s  energy,  ideas  and  enthusiasm  for  the  trans¬ 
portation  business  made  him  the  candidate  of  choice  among 
Cohen  and  other  members  of  a  CIO  selection  committee, 
which  Cohen  led.  Menzano  assumed  his  post  in  the  summer 
of  1997.  His  first  official  act  of  business  was  to  change  the 
name  of  his  department  from  MIS  to  IT — a  small  but  sym¬ 
bolic  gesture  that  heralded  his  plan  to  alter  the  function’s  iden¬ 
tity  within  the  enterprise.  Next  he  began  to  centralize  the  IT 
organization  so  that  all  45  IT  staffers,  no  matter  where  their 
office,  reported  to  an  IT  manager  rather  than  the  head  of  a 
business  unit.  (He  was  about  halfway  to  that  goal  as  of  press 
time.)  And  he  set  up  one-on-one  meetings  with  every  IT  staffer 
and  business  manager  as  well  as  a  representative  from  each 
IT-related  vendor  and  consultant  under  contract  with  Septa. 
In  all,  he  spoke  with  about  100  individuals  during  his  first  five 
months. 

All  the  chatting  produced  several  benefits.  First,  Menzano 
got  a  chance  to  test  his  secretary’s  mettle  on  scheduling.  “I 
drove  her  crazy,”  he  says.  “She  really  proved  herself.”  Second, 
he  memorized  the  name  of  every  person  in  his  department. 
Third,  he  gained  the  confidence  of  business  managers  so  that 
they’d  trust  their  projects  to  his  leadership.  He  used  much  of 
their  input  to  write  a  detailed  five-year  IT  plan,  which  he 
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aligned  with  Septa’s  own  five-year  strategic  plan 
that  stressed  increasing  ridership  and  improv¬ 
ing  efficiency  across  the  enterprise. 


l-  Tracks 


he  IT  plan  Menzano  devised  em¬ 
phasized  partnering  with  business 
units,  ensuring  that  costs  get  in 
line  with  industry  averages  and 
fostering  responsiveness  through 
a  team  approach  to  customer  ser¬ 
vice.  It  created  action  plans  for  all 
195  systems  and  whittled  down  scores  of  to-do 
items  suggested  in  the  introductory  conversa¬ 
tions  to  an  application  portfolio  plan  of  12  pri¬ 
orities,  such  as  materials-management  stabi¬ 
lization,  train-dispatching  automation  and  Y2K 
compliance. 

To  enable  the  technology  infrastructure  to 
support  this  complex  mix  of  broad  visions  and 
discrete  aims,  Menzano  called  for  decreasing 
reliance  on  the  mainframe  by  establishing 
client/server  computing  as  the  strategic  archi¬ 
tecture,  enhancing  and  integrating  the  WAN  and 
TAN,  standardizing  databases  and  PCs,  and  set¬ 
ting  up  e-mail  and  Internet  services  throughout 
the  enterprise. 

Menzano  divided  the  IT  department  into  three  subdivisions 
and  staffed  them  about  equally  with  his  full-time  employees.  A 
computing  services  group  now  handles  operations,  security  and 
database  services;  a  dedicated  network-services  staff  looks  after 
the  WAN  and  TAN,  the  Internet  and  e-mail;  and  project  ser¬ 
vices  personnel  take  charge  of  change,  providing  project  lead¬ 
ership,  user  training  and  project  cost  management.  Consultants 
and  vendors  supporting  various  initiatives  round  out  the  count 
of  IT  pros  stationed  somewhere  in  Septa  to  right  around  100. 

As  for  funding  in  a  tightly  controlled  fiscal  environment, 
Menzano  and  his  partners  timed  their  requests  carefully.  The 
board  proved  an  easy  sell  for  business  managers  on  many  of 
the  applications  projects;  by  the  time  Menzano  told  the  board 
how  much  capital  they’d  need  to  pull  off  each  project,  the 
board  had  already  bought  in.  “It  didn’t  hurt  that  our  method¬ 
ology  has  a  built-in  requirement  for  ROI  analysis  for  every  sin¬ 
gle  project,”  says  Menzano. 

Then,  too,  there  were  innovative  solutions  like  leasing  rather 
than  buying  PCs  (which  they  have  since  purchased)  and  rent¬ 
ing  space  to  a  vendor  so  that  its  monthly  rent  payments  more 
than  offset  the  cost  of  the  project  in  which  it  was  involved. 

Having  won  buy-in  throughout  the  enterprise  on  the  com¬ 
prehensiveness  of  his  plan,  Menzano  faced  only  one  serious 
snag:  A  half-dozen  business-unit  managers  balked  at  relin¬ 
quishing  control  over  their  IT  staff.  “Both  senior  management 
and  the  outside  consultants  had  already  signed  off  on  cen¬ 
tralized  reporting  for  IT,”  says  Menzano.  “But  I  didn’t  fall 
back  on  that;  I  didn’t  throw  the  corporate  directive  in  anyone’s 
face.”  His  diplomatic  sensibility  had  been  stirred  by  an  intu¬ 
itive  observation  he  made  early  on:  In  government  it’s  not 
unusual  for  people  to  say  they’ll  go  along  with  whatever  gets 


Bruce  McKenzie,  manager  of  computing 
services,  saw  a  bleak  future  for  Septa  IT 
until  Menzano  came  along. 


handed  down,  then  quietly  dissent  when  asked  to  change  in 
specific  ways.  “I  used  their  reluctance  as  an  opportunity  to 
win  their  trust  and  ensure  them  that  their  service  wouldn’t  suf¬ 
fer,  but  improve.” 

But  that  can’t  be  all  there  is  to  winning  buy-in  from  terri¬ 
torial  middle  managers.  “You’ve  got  to  sell  without  a  lot  of 
hot  air,”  says  Menzano.  Explain  benefits  that  non-IT  people 
won’t  discern  on  their  own,  and  don’t  shrink  from  absolute 
accountability  on  what  you  pledge.  “The  hard  part  comes 
later,  when  you  have  to  be  willing  to  spend  the  time  and  en¬ 
ergy  to  make  good  on  all  the  things  you  promise.” 


Transporting  Perceptions 


enzano,  who’s  as  keen  on  public  relations  as 
he  is  on  technology,  knows  a  thing  or  two 
about  building  momentum.  In  the  face  of 
the  embarrassing  TV  expose,  he  made  a 
$2.2  million  effort  to  automate  vehicle 
maintenance  number  three  on  his  list  of  top 
12  application  projects. 

Where  bus  mechanics  once  filled  out  tattered  forms  to  locate 
and  order  parts,  track  inventory  and  account  for  their  time, 
they  now  use  touch-screen  computer  monitors.  An  off-the- 
shelf  time-management  program  tells  how  long  each  repair 
ought  to  take,  alerts  supervisors  to  discrepancies,  and  helps 
plan  and  schedule  preventive  maintenance  so  that  Septa’s 
1,271  buses  move  passengers  more  often  than  they’re  being 
repaired.  That’s  no  small  contribution  considering  each  bus 
costs  $250,000. 
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Legendary  Reliability” 


Introducing  APC's  newest  solutions 
for  enterprise  datacenter  availability 


Symmetra"  Power  Array 


The  solution  to 
growing  datacenters 


TM 


•  Maximum  uptime  is  guaranteed  by  unique 
single-phase  Power  Array™  power  sharing 
technology 

•  Scalability  allows  modular  expansion  and 
reconfiguration  as  your  datacenter  grows 

•  Simplified  maintenance  dramatically  lowers 
cost  of  ownership 

•  Highest  availability/lowest  operating  costs 
in  the  marketplace 

•  N+1  redundancy  design  assures  continuous 
availability 

•  Serviceable  while  load  is  up  and  running 


Silcon*  DP300E  Family 


The  solution  for  site-wide 
power  protection 


•  3-phase  growth  path  from  10  kVA  to  4  MW 
safeguards  your  investment 

•  Innovative  Delta  Conversion  On-line™ 
design  means  unmatched  efficiency  and 
low  operating  costs 

•  Smaller  footprint  and  cabling  reduce  cost  of 
ownership 

•  Saves  up  to  18%  in  energy  loss  over  tradi¬ 
tional  legacy  UPS  design 

•  Reduction  in  harmonic  current  from  30% 
(legacy)  to  3% 

•  Up  to  nine  units  can  be  run  in  load 
sharing/redundant  mode 


Establishing  a  relationship  with  APC  can  save  you  millions  of  dollars.  It  can 
also  ease  the  pain  of  having  to  manage  the  uncertainty  of  power-related 
downtime.  Computerworld  readers  choose  APC  for  reliability  10-1  over  any 
other  brand.  Find  out  what  8,000,000  customers  and  8,000  resellers  in  over 
120  countries  have  already  discovered:  APC's  Legendary  Reliability™  is 
unmatched  in  the  industry.  Contact  APC  today  and  let  our  integrated  datacenter 
power  management  solutions  work  for  you. 


APC  Global  Services 

The  solution  for  pro-active 
power  protection 


•  Quality  solutions  tailored  to  meet  your 
requirements 

•  Provides  a  road  map  for  implementing  a 
power  protection  strategy  that  works 

•  Power  Audit™:  the  comprehensive,  power 
quality  consulting  program 

•  Proper  installation,  proactive  maintenance 
and  cost-saving  analysis 

•  Cost-effective  24x7  services  that  focus 
entirely  on  power  quality 

•  Attractively  priced  services  bundles  available 

•  Guaranteed  satisfaction  or  your  money  back 

•  5,000  employees  and  over  8,000  business 
partners  worldwide  to  serve  you 


Find  out  why  APC  has  won  over  130  awards  for 
reliability  and  visit  www.apcc.com  today. 


Legendary  Reliability 


"When  the  tax  practice  is 
without  computers,  $35,000 
per  hour  in  revenue  and 
production  is  lost.  We  need 
APC  Symmetra ”  to  help  us 
keep  our  platform  stable." 

Bill  Cope,  Network  Analyst, 

Arthur  Andersen 


“The  professionalism  and 
thoroughness  exhibited  by 
the  representatives  of  APC's 
Global  Services  Group  in 
explaining  all  facets  of  the 
transition  sold  me  on  the  APC 
SHcorr  DP300E  solution. " 


Franco  Pasquale,  Simulator  Team  Leader, 
Boston  Edison 


"With  untested  wiring  in  the 
new  building  and  a  network 
that  needed  to  come  online 
quickly,  we  felt  the  APC  Global 
Service  PowerAudit “  could 
help  us  identify  and  prevent 
any  potential  power  problems. " 


Scott  Davidson,  Manager  of 
Development  and  Operations,  Sarcom 


FREE  Enterprise  Solutions  Kit  Get  Legendary  Reliability "  for  your  network. 

To  order:  Visit  http://promo.apcc.com  Key  Code  m  1 92z  •  Call  888-289-APCC  x7621  •  Fax  401 -788-2797 


©1999  American  Power  Conversion  All  Trademarks  are  the  property  of  their  owners.  APC2F9EF-US  •  PowerFax:  (8001347-FAXX  •  E-mail:  apcinfo@apcc.com  •  132  Fairgrounds  Road,  West  Kingston,  Rl  02892  USA 


CIO 


C )CtOD9f  3 


CORPORATE  HOSTS 


GTE 


fit  Ernst  &  Young  lli> 


ACXIOM 

m 


Brio 

Technology 


HEWLETT 

PACKARD 


HYPERiON 

Driving  Business  Performance 


©Chojdtam-  COMPAQ.  figSS Jg' 

ifworUnn  Viliihnn-  Software  iufMnCx  by  cJotign 

I  LX  >  j ntel •  log k h a m o  m m  r  t  i  m 


<»  [lata  General  ' "s 


tY  NetScout. 


K2RTEL 

NETWORKS 


■5EdUEnT 


To  enroll,  please  visit  www.cio.com/conferences  or  call  800  366-0246.  Sprint  If  VideoServer 


TURNAROUND 


“[Mechanics  used  to  spend]  70  per¬ 
cent  of  their  time  doing  corrective 
work  on  the  buses  and  just  30  percent 
preventive,”  says  Stephen  Fromnick,  a 
Phoenix  vice  president  who  helped 
implement  the  system.  “They  want  to 
invert  that.  The  only  way  that’s  going 


excitement  over  a  job  application  that 
recently  came  in  via  the  Internet  from 
a  bus  driver  in  Washington  state  who 
wants  to  move  east. 

GM  Leary  says  the  Web  site  is  an 
example  of  how  Septa’s  people  are 
working  not  only  harder  of  late,  but 


"We  went  from  a  bunch  of  discouraged 
people  to  a  department  that's  got  more 
work  than  it  can  handle." 

-Bruce  McKenzie,  Manager  of  Computing  Services,  Septa 


to  happen  is  to  cut  down  on  the  break¬ 
downs  between  preventive-mainte¬ 
nance  checkups  and  to  isolate  slowness 
problems.  Is  it  a  tools  issue?  Training? 
This  [program]  takes  out  all  the  guess¬ 
work.” 

Another  early  praise-winning  proj¬ 
ect  has  been  a  document-management 
system  for  Septa’s  engineering  depart¬ 
ment.  Previously,  engineers  fished 
through  100,000  paper  and  microfilm 
drawings,  over  a  century’s  worth, 
whenever  they  needed  to  locate  infra¬ 
structure  such  as  water  pipes  below  the 
city  streets.  Now  that’s  all  available  on 
their  desktop  PCs.  “What  used  to  take 
from  15  minutes  to  an  hour  now  takes 
less  than  a  minute,”  says  David  Doler, 
the  drafting  administrator  in  charge  of 
the  engineering  department  who  set  up 
the  system. 

And  then  there’s  the  Web  site.  For  a 
meager  investment  of  $15,000, 
Menzano  has  positioned  his  depart¬ 
ment  at  the  center  of  what  has  become 
the  most  visible  sign  of  Septa’s  rebirth.  ^ 
The  site  attracts  upward  of  70,000  hits 
a  month — riders,  vendors  looking  to 
do  business,  tourists  who’d  like  to  buy 
mementos  from  the  Transit  Museum 
Store — and  it  incorporates  input  from 
every  department.  Thus  it’s  helped 
management  foster  team  spirit  in  place 
of  rugged  individualism. 

No  one’s  more  pleased  to  seize  that 
opportunity  than  Ray  Jurkowski, 
Septa’s  assistant  general  manager  of 
organizational  development  and  man¬ 
agement  change  strategies.  “Septa 
online  is  reaching  a  lot  of  external 
audiences  and  involving  a  lot  of  inter¬ 
nal  ones,”  he  says.  Without  pausing  to 
hear  the  next  question,  he  shares  his 


smarter  too.  And  that  reality,  he  says, 
highlights  the  importance  of  the  CIO 
position.  “For  this  organization  to 
function  effectively  with  a  very  aggres¬ 
sive  agenda,  the  CIO  has  to  be  as  much 
of  a  leader  as  any  of  the  other  top  lead¬ 
ers  in  the  organization,”  he  says. 
“Without  someone  to  articulate  what 
technology  can  do  to  empower  each  of 
our  divisions  to  excel,  we’d  all  be  stuck 
in  the  past.” 

As  for  Menzano,  his  greatest  satis¬ 
faction  has  come  from  transforming  a 
department  on  the  outs  to  one  of  the 
most  coveted  places  to  work  in  the  com¬ 
pany.  “We  have  electrical  engineers 
dying  to  get  in  here,”  he  says.  “They  go 
off,  get  training  on  their  own  and  come 
to  us  asking  about  potential  openings.” 
Casualties  no  more. 

“This  job  has  a  heavier  sales  com¬ 
ponent  than  most  people  realize.  When 
you’re  not  selling  the  board  on  a  new 
investment,  you  might  be  selling  your 
staff  on  how  they  can  grow  profes¬ 
sionally,”  adds  Menzano.  “Then  as 
they  grow,  they  transform  the  depart¬ 
ment,  and  that  can  help  an  entire  orga¬ 
nization  transform  itself.” 

A  turnaround?  To  Menzano  it’s  more 
like  a  blastoff.  And  that’s  fine  with  the 
folks  who’ve  climbed  on  board  behind 
him.  “Ralph  generates  a  lot  of  chaos, 
but  it’s  a  very  healthy  chaos,”  says  Septa 
Computing  Services  Manager 
McKenzie.  “We  went  from  a  bunch  of 
discouraged  people  having  little  to  do 
to  a  department  that’s  got  more  work 
than  it  can  handle.  From  where  I’m  sit¬ 
ting,  that’s  progress.”  BE! 

Senior  Writer  David  Pearson  can  be 
reached  at  dpearson@cio.com. 
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Tip  #23* 

Manage  IT 
Projects  from 
a  Business 
Perspective 

Over  50  percent  of  all  the  IT 
projects  currently  being  imple¬ 
mented  are  already  behind 
schedule,  over  budget  or  failing 
to  produce  the  required  results. 

How  can  you  ensure  that 
your  critical  project  won’t 
become  another  statistic? 

•  Identify  strategic  business 
requirements 

•  Develop  quantifiable 
objectives 

•  Estabbsh  expected 
project  results 

•  Include  items  relating  to 
cost,  schediding  and 
quabty  (*Often  overlooked) 

•  Review  and  vabdate 
objectives  on  a  continuous 
basis  throughout  the  project. 

To  help  evaluate  the  condi¬ 
tion  of  your  current  project 
management  processes,  go  to: 
www.inacom.com/tips  or  call 
us  at  1-800-664-9122. 
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Year  2000  Challenge 


Edited  by  Howard  Baldwin 


SMOOTHING  THE  CONVERSION  TO  THE  21ST  CENTURY 


Whats  Your  Priority? 

It  was  the  best  of  times  and  the  worst  of  times, 
but  the  road  beyond  Y2K  is  paved  with  golden 
opportunities 

BY  PETER  RUBER 


WHILE  C.F.O.S  STILL  GRUM- 
ble  about  the  billions  of 
dollars  Y2K  siphoned 
from  the  bottom  line  over 
the  last  four  years,  for¬ 
ward-looking  CIOs  are  already 
designing  new  systems  that  could 
pump  those  dollars  back  into  the 
company  several  times  over.  For  some 
CIOs,  Y2K  was  an  opportunity  to 
clean  up  decades  of  system  patch- 


work  and  to  streamline  networks,  as 
well  as  to  identify  the  true  mission- 
critical  applications  and  unplug  the 
rest.  Others  sidestepped  the  process 
by  investing  millions  in  ERP. 

But  what  now?  Even  with  the  new 
year  four  months  away,  CIO  can  hear 
rumblings  in  the  distance.  It’s  not  the 
sound  of  panic  but  that  of  executives 
running  to  the  CIO’s  door  to  ask 
about  their  pet  projects,  the  applica¬ 


tions  that  have  been  left  twiddling 
while  Y2K  burned.  You’ve  had  a 
reprieve  from  the  requests,  but  don’t 
expect  to  rest  on  your  laurels.  You 
now  have  to  prioritize  what  comes 
next.  As  one  consultant  says,  “Y2K 
was  a  time  to  contemplate  our  navels. 
Post-Y2K  is  a  time  to  reassess  what 
we  learned  from  the  greatest  techno¬ 
logical  migration  in  the  history  of  man 
and  put  it  into  action.” 

Generally,  CIOs  are  organizing  the 
backlog  of  applications  into  three  dis¬ 
tinct  areas:  the  Web,  corporate- 
knowledge  mining  and  customer  rela¬ 
tions.  Naturally,  some  of  these  over¬ 
lap.  And  of  course,  there’s  an  overar¬ 
ching  goal,  undoubtedly  affected  by 
how  much  companies  have  been 
spending  on  technology  recently. 
CIOs  report  they’re  examining  all 
new  projects  in  terms  of  improving 
the  organization’s  ability  to  compete 
in  a  new  Web-dominated  world. 


Circumventing  the  Yo-Yos 

While  Y2K  efforts  have  been  roiling, 
there’s  been  a  push  to  serve  customers 
better,  made  more  urgent  by  the  fact 
that  competitors  on  the  Web  can 
communicate  more  easily  with  them. 
As  one  retailing  industry  executive 
admits,  “If  we  don’t  do  something 
about  providing  better  and  easier  ser¬ 
vice  to  our  customers,  some  yo-yo 
is  going  to  set  up  a  kind  of  www. 
storefront.com  and  take  away  our 
business.” 

At  the  same  time,  CIOs  are  trying 
to  maximize  their  goals  post-Y2K, 
looking  for  applications  that  provide 
value  internally  and  externally.  For 
example,  one  long-distance  telecom¬ 
munications  carrier  is  working  on  a 
Web-based  billing  system  that  will 
save  about  $750  million,  according  to 
Janet  Wylie,  president  and  CEO  of 
HCL  James  Martin  Inc.,  the  Fairfax, 
Va.,  firm  that’s  developing  the  appli¬ 
cation.  That’s  a  hefty  chunk  of  the 
customer’s  annual  $1.8  billion  billing 
costs.  “Companies  can’t  allow  Y2K 
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Voice  &  dote  together 

(snug  fit  for  business  now,  future  growth). 


We  make  the  things  that 
make  communications  w 


Enough  promises  (convergence  this,  convergence  that).  Your  business 
needs  voice  and  data  together — now!  There's  a  communications  revolution 
going  on.  And  Lucent  Technologies  offers  a  wide  range  of  applications  to  give 
you  a  competitive  edge.  Example:  with  CentreVu®  Internet  Solutions,  customers 
browsing  your  Web  site  can  talk  to  a  call  center  agent  at  same  time  over  same 
phone  line  (watch  Voice  over  IP  send  sales  and  customer  satisfaction  soaring). 
Lucent  networking  know-how  brings  the  reliability  of  voice  to  voice  and  data. 

See  how  peas-in-a-pod  compatibility  can  give  your  business  a  long-term  growth 
spurt  at  1-800-221-1223,  ext.  478  or  www.lucent.com/enterprise. 
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to  eclipse  what  they  must  do  to  remain 
competitive,”  says  Wylie. 

Although  the  new  application  is  in  an 
early  specification  stage,  slated  for 
deployment  in  2000,  similar  systems 
have  capabilities  where  customers  can 
download  and  print  their  invoices  and 
mail  in  payments  or  click  on  a  button  to 
authorize  an  automatic  withdrawal 
from  a  checking  account.  A  typical  com¬ 
pany  spends  an  average  $7.50  per  cus¬ 
tomer  bill,  whereas  it  will  cost  this  com¬ 
pany  less  than  $  1  with  the  new  system. 

Even  state  governments  are  getting  on 
the  bandwagon  of  combining  customer 
service  with  internal  savings,  making  e- 
business  systems  a  priority  when  it  comes 


question  to  ask  baying  executives  when 
setting  priorities  is,  What  business  goal 
does  this  application  support? 

What  Hath  ERP  Wrought? 

One  lingering  question  about  priorities 
relates  to  ERP  and  the  value  it  brings,  or 
was  supposed  to  bring.  Companies  that 
went  with  ERP  to  handle  Y2K  and  want 
to  build  on  that  foundation  have  a  whole 
raft  of  software  available  to  improve 
sales,  productivity,  order  fulfillment  and 
customer  relationship  management, 
notes  William  Ruckle,  director  of  systems 
innovation  and  integration  with  Ernst  & 
Young  LLP  in  Detroit.  Other  companies, 
stunned  by  how  much  structure  ERP 


"If  we  don't  do  something  about  providing 
better  and  easier  service  to  our  customers,  some  yo-yo 
is  going  to  set  up  a  kind  of  www.storefront.com 
and  take  away  our  business/' 

-A  Retail  Executive 


to  license  renewals,  taxpayer  support  ser¬ 
vices  and  financial  assistance.  In  the  lat¬ 
ter  scenario,  aid  recipients  can  use  debit 
cards  for  supermarket  purchases  and 
ATM  cash  withdrawals  instead  of  food 
stamps  and  checks,  which  are  easily  lost 
or  stolen.  George  Boersma,  CIO  for  the 
state  of  Michigan  in  Lansing,  says  this 
electronic  system  will  reduce  fraud  and 
streamline  the  antiquated  paper  process. 

While  systems  like  these  would  have 
evolved  over  time,  says  Don  Heiman, 
chief  information  technology  architect 
and  officer  of  the  state  of  Kansas  in 
Topeka,  they  were  accelerated  ds  a 
result  of  Y2K.  “It  gave  us  the  opportu¬ 
nity  to  re-architect  our  computing  infra¬ 
structure  and  determine  how  many  dif¬ 
ferent  agencies  could  share  core  business 
applications.” 

Of  course,  it’s  easy  to  deem  a  project 
a  priority  that  so  clearly  aids  both  inter¬ 
nal  and  external  groups.  But  internally, 
the  same  bugaboo  that  CIOs  have  faced 
time  and  again  pops  up — how  do  you 
determine  the  value  of  an  IT  project? 
Even  now,  it  all  goes  back  to  alignment 
with  the  business:  understanding  your 
company’s  goals  and  translating  them 
into  the  applications  and  technologies 
that  support  those  initiatives.  The  key 


imposes,  may  not  want  to  extend  the 
end-to-end  solution  even  further  into 
their  organization. 

While  ERP  systems  were  being  imple¬ 
mented,  the  Web  sprang  up  almost 
unexpectedly.  Many  CIOs  are  tackling 
intranets  and  extranets  to  improve  cus¬ 
tomer  communications  and  manage 
supply  chain  relationships.  Web  appli¬ 
cations  are  almost  the  antithesis  of  ERP 
applications:  Deployment  times  are 
shorter,  and  value  can  be  measured  more 
quickly.  And  should  business  trends 
change,  Web-based  systems  can  be 
adapted  in  months,  not  years. 


Feedback 


CIO  wants  to  know  what  you  learned 
from  Y2K — that  is,  what  you're  doing 
differently  because  of  experiences 
dealing  with  the  millennium  bug.  It 
could  be  the  way  you  manage  pro¬ 
jects,  people,  assets,  applications,  rela¬ 
tionships — or  something  we  haven't 
considered.  Please  send  your 
thoughts  via  e-mail  to  Senior  Editor 
Howard  Baldwin  at  hbaldwin@cio.com. 


Is  it  possible  to  combine  the  best  of 
both  worlds  in  this  regard?  NCR  Corp. 
Vice  President  and  CIO  Sam  Coursen 
thinks  so.  With  business  units  operating 
in  130  countries,  NCR  was  burdened 
with  hundreds  of  different  reporting  sys¬ 
tems  ranging  from  financials  to  HR  to 
data  repositories,  which  it  had  developed 
and  redeveloped  over  the  decades  to  take 
advantage  of  new  technologies  and  ever- 
changing  business  conditions. 

To  overcome  the  hurdles  of  reconciling 
a  tremendous  volume  of  disparate  opera¬ 
tional  data,  Coursen  decided  to  imple¬ 
ment  Oracle  Financials  R/10.7  across  the 
enterprise.  In  a  second  phase,  during 
which  Coursen  will  bring  in  version  R/l  1, 
the  company  is  deploying  Web  access  to 
the  system.  “We’ll  be  able  to  do  faster 
profitability  analysis  and  opportunity 
tracking,”  says  Coursen.  “This  will  sub¬ 
stantially  improve  our  ability  to  under¬ 
stand  on  a  very  current  basis  how  we’re 
operating  around  the  world.” 

Learn  from  the  Past 

If  there’s  a  fundamental  key  to  Y2K  pri¬ 
oritizing,  it’s  to  make  sure  you  don’t  repeat 
the  mistakes  of  the  past.  Here’s  the  chal¬ 
lenge,  though:  You’re  under  pressure  to 
bolt  out  of  the  starting  gate  and  get  results. 
But  if  you  spread  one  message  around 
your  company  in  the  new  millennium,  let 
it  be  that  application  development  efforts 
throughout  the  organization  have  to  be 
coordinated  carefully.  It’s  a  march,  not  a 
scavenger  hunt. 

If  you  give  in  to  the  impulse  of  OK’ing 
applications  here,  there  and  every¬ 
where — even  if  their  priority  is  carefully 
considered — you  run  the  risk  of  ending 
up  in  the  same  place  you  were  before  the 
turn  of  the  century.  You  could  be  stuck 
with  a  plethora  of  systems  that  were  cre¬ 
ated  in  a  vacuum,  as  opposed  to  a  system 
that  was  developed  in  a  technologically 
balanced  world  where  information  is 
shared  on  a  regular  basis.  Computer 
Technology  Associates  Inc.’s  Sy  Inwentarz 
warns,  “Prioritize  on  building  applica¬ 
tions  and  systems  that  integrate  with  your 
company’s  workflow  instead  of  building 
more  stovepipe  systems  that  gum  up  the 
works.”  BE! 


Peter  Ruber  writes  about  enterprise  tech¬ 
nology  issues  from  Oakdale,  N.Y.  He 
can  be  reached  at  pruber@prodigy.net. 
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Bordering  on  “ miraculous.”  Not  only  are  Compaq 
Deskpro  PCs  built  to  stand  up  to  anything,  you  can 
command  them  from  anywhere,  updating  drivers 
remotely  in  minutes  with  our  exclusive 
System  Software  Manager,  And  Deskpro 
delivers  what  may  be  the  best  price/performance  numbers  in  the  ceieron 


industry — not  just  a  lower  cost  of  ownership,  but  a  better  return  on  investment. 
Which  means  they’re  far  less  taxing  on  your  resources.  (What  else  would 
you  expect  from  the  world’s  best-selling  brand?  )  M 

Find  out  more  at  www.compaq.com/deskpro, 

i  |  I  st  r\  /~\  r\  4  rri  h  A  Compaq  Deskpro  EP  at  $1,029*  •  Intel*  Celeron  Processor  400  MHz 

contact  your  reseller  or  phone  1-800-AT-COMPAQ.  :  Compaq  V500  15"  (13.8 "viewable)  monitor  •  3-year  limited  warranty 
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OF  THE  CURVE 

Edited  by  Howard  Baldwin 


Parallel  processing  and  clustered 
computers  have  evolved  to  create 
new  parameters  for  swift  systems 


allel  computing  can  be  a  confusing 
process.  A  cluster  is  a  group  of  computers  that  are  con¬ 
nected  in  a  way  that  lets  them  work  as  a  single,  contin¬ 
uously  available  system.  A  cluster  arrangement  leads  to 
greater  availability  by  providing  duplicate  servers,  inter¬ 
connections,  storage  and  even  controllers  and  adapters. 
All  this  redundancy  allows  work  to  continue  transpar¬ 
ently  whenever  one  or  more  of  the  components  in  a  clus¬ 
ter,  whether  hardware  or  software,  fail.  A  parallel  com¬ 
puter,  on  the  other  hand,  is  a  system  with  multiple 
processors  housed  inside  a  single  physical  cabinet. 
Parallel  systems  offer  the  type  of  brute-force  processing 
power  that’s  unavailable  in  single  processor  computers, 
even  when  they  are  clustered. 

But  the  distinction  between  cluster  and  parallel  com¬ 
puters  has  recently  become  hazy  at  best,  since  some  par¬ 
allel  systems  can  now  also  be  configured  into  a  cluster. 
These  systems  offer  the  availability  characteristics  of  clus¬ 
ter  technology  while  providing  the  heavy-duty  process¬ 
ing  power  of  parallel  architecture.  “What  we’re  seeing, 


IN  LATE  1997,  THE  CALIFORNIA  DEPARTMENT 
of  Justice  faced  a  major  decision.  The  choice 
didn’t  require  jury  deliberation,  but  lives  would 
depend  on  the  outcome.  Like  a  growing  number 
of  organizations,  the  Sacramento,  Calif.-based 
agency  knew  it  would  have  to  acquire  a  really  fast 
computer  in  order  to  accommodate  a  growing  work¬ 
load.  The  question  was,  what  type  of  computer  to 
buy — one  that  would  be  reliable  or  one  that  would 
accommodate  more  users  in  the  future? 

The  answer  was  important,  because  the  CDJ  needed 
a  system  to  maintain  several  crucial  law-enforcement- 
related  databases,  including  the  state’s  Consolidated 
Firearms  Information  System,  which  gun  dealers  use  to 
qualify  customer  purchases.  The  computer  would  have 
to  provide  both  high-speed  processing  and  reliability, 
according  to  Gail  Overhouse,  chief  of  the  agency’s  infra¬ 
structure  support  bureau,'  who  considered  both  a  paral¬ 
lel  processing  system  and  a  system  using  multiple  com¬ 
puters  clustered  together. 

Over  the  years,  these  rival  technologies  have  slugged 
it  out  in  the  marketplace  for  the  hearts  and  purchase 
orders  of  CIOs  looking  for  raw  processing  power.  But 
now  the  lines  have  blurred  between 
what  features  you  can  get  with  these 
kinds  of  systems.  Both  provide 
speed,  but  with  a  trade-off  when  it 
comes  to  availability  (that  is,  having 
the  computer  up  and  running  come 
hell  or  high  water)  or  scalability  (the 
ability  to  have  increasing  numbers 
of  users  accessing  it). 

For  most  organizations,  making 
the  choice  between  cluster  and  par- 


Groupware  Voice  Access 
Looking  for  Trends 
Remote  Administration 
A  Simple  Shelf  Life 
Software  for  Teamwork 


Speedy  Systems 
Become  a  Blur 
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In  this  battle,  the  stakes  are  high.  Protecting  your  company’s  most  valuable  asset--  its  data --is  a  daunting 
challenge.  Even  a  temporary  loss  of  access  can  impact  your  bottom  line.  That’s  why  you  need  Datalink.  For  over 
ten  years,  we’ve  partnered  with  companies  like  yours  to  store,  access  and  protect  business  -  critical  information. 

With  Datalink,  you  get  the  best  combination  of  hardware,  software  and  services. 
Plus  an  essential  ingredient:  insight.  Insight  that  comes  from  over  a  decade  in  the 
IT  trenches.  And  hundreds  of  repeat  customers.  Put  down  the  flag  and  pick  up  the 
phone.  It’s  time  to  call  in  the  reinforcements:  B 
Datalink. To  learn  more,  call  1- 800-448- 63 1 4 


or  visit  www.datalink.com. 


Delivering  The  Pouuer  Of  Information 


Your  Best  Backup 

For  unrivaled  speed  (data  transfer  rate:  10MB/ sec)  and  access  (time  to  first  file:  13  seconds ) 
Datalink  offers  the  StorageTek  TimberWolf  9710  tape  library- configured  with  9840  drives 
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in  effect,  are  parallel  clusters — multi¬ 
processor  computers  that  are  grouped 
together  in  clusters,”  says  Layne  Wat¬ 
son,  professor  of  computer  science  and 
mathematics  at  Virginia  Polytechnic  and 
State  University  in  Blacksburg,  Va. 

Choosing  Clusters 

Over  the  past  few  years,  cluster  popu¬ 
larity  has  soared  as  growing  numbers  of 
CIOs  have  come  to  appreciate  the  tech¬ 
nology’s  benefits,  particularly  its  avail¬ 
ability.  But  while  clustering’s  strong  card 
is  availability,  the  technology  tends  to 
fall  flat  in  the  area  of  scalability,  observes 
Brian  Richardson,  program  director  of 
open  computing  and  server  strategies  for 
Meta  Group  Inc.,  a  Stamford,  Conn.- 
based  technology  research  firm.  “You 
wouldn’t  use  a  cluster  for  a  large  appli¬ 
cation  other  than  to  provide  some  sort 
of  fault  resilience.  You  would  choose  a 
parallel  system  because  it  is  either  faster 
or  cheaper  than  a  clustering  system,” 
Richardson  says. 

A  popular  clustering  approach  uses 
systems  based  on  PC  or  workstation 
technology.  Such  server  clusters,  utiliz¬ 
ing  operating  systems  such  as  Windows 
NT,  Unix,  Netware,  Linux  or  Solaris, 
allow  organizations  to  take  advantage 
of  widely  available  hardware  and  system 
and  application  software  products  from 
a  wide  array  of  vendors.  Server  clusters 
are  particularly  valuable  to  organiza¬ 
tions  that  run  ERP  applications,  says 
Neville  Nandkeshwar,  product  manager 
of  Sun  Microsystems  Inc.’s  clustering 
software  line.  “With  ERP,  availability  is 
vital.  Say  I’m  a  company  using  SAP  and 
my  system  goes  down.  That’s  a  major 
disruption  to  my  business.” 

When  Nicholas-Applegate  Capital 
Management,  a  global  investment  man¬ 
agement  firm,  began  its  search  for  a  new 
computer  system  to  support  its  portfolio 
tracking  operations,  availability  was  high 
on  the  list  of  requirements.  The  firm  cur¬ 
rently  manages  more  than  $31  billion  in 
global  assets  in  more  than  35  countries 
around  the  world.  “It  was  important  for 
us  to  choose  a  technology  that  would  be 
reliable,”  says  David  Buckley,  manager 
of  Unix  services  at  Nicholas- Applegate’s 
San  Diego  headquarters. 

The  company  settled  on  a  cluster 


Remote  Control 

If  you  need  to  know  your  schedule,  speak  up 


Fast,  permanent  relief  is 
on  the  way  for  touch-tone- 
weary  index  fingers.  Wireless 
Knowledge  LLC’s  new 
Revolv  service  will  soon  pro¬ 
vide  voice-activated  remote  access 
to  Microsoft  Exchange  networks. 

Revolv  is  designed  to  offer 
mobile  users  wireless  access  to 
information  via  an  array  of 
portable  devices.  San  Diego-based 


GROUPWARE  VOICE  ACCESS 


Wireless  Knowledge  will  rely  on 
General  Magic  Inc.’s  MagicTalk 
platform  to  give  Revolv  users  the 
option  of  vocally  communicating 
with  their  e-mail,  calendar  data, 
contact  files  and  other  information. 
Simple  conversational  phrases, 
such  as  “Do  I  have  any  new  mes¬ 
sages?”  and  “What  are  my 
appointments  for  today?”  allow 
users  to  easily  interact  with  their 
applications.  MagicTalk  is  part  of 
General  Magic’s  strategy  to  posi¬ 
tion  itself  as  a  voice  interface  soft¬ 
ware  specialist.  The  9-year-old  firm 
has  largely  abandoned  its  origi¬ 
nal — and  largely  unsuccessful — 
mission  as  a  supplier  of  operating 
systems  for  handheld  computers. 

MagicTalk  marks  a  step  forward 
in  voice  recognition  software,  says 
Steve  Markman,  chairman,  CEO 
and  president  of  Sunnyvale,  Calif.- 
based  General  Magic.  He  notes  that 
previous-generation  voice  tools 
provided  limited  user  interaction, 
typically  recognizing  only  several 
dozen  verbal  utterances  and  often 
containing  fewer  than  100  re¬ 
sponses.  “MagicTalk  provides  a 
built-in  personality  that  allows  users 
to  interact  with  applications  through 
natural  language  conversation  in  a 
comfortable  and  familiar  way.  The 
software  can  understand  more  than 
1  million  different  phrases.” 

Revolv  was  announced  earlier 
this  year  as  a  way  to  offer  mobile 


users  access  to  data  residing  on 
either  a  hosted  or  corporate 
Microsoft  Exchange  server,  giving 
users  anytime,  anywhere  access  to 
an  array  of  information.  The  ser¬ 
vice  is  designed  to  work  with 
browser-equipped  mobile  phones, 
pagers,  PDAs,  laptop  computers 
and  a  variety  of  other  portable 
devices  running  Windows  CE,  95, 
98  or  Windows  NT.  “It  isn’t  always 
easy  for  mobile  users,  who  tend  to 
drive  cars  or  find  themselves  in 
poorly  lit  areas,  to  access  informa¬ 
tion  with  a  keypad,”  says  Dave 
Whalen,  Wireless  Knowledge’s  vice 
president  of  sales  and  marketing. 
“The  addition  of  MagicTalk  will 
give  such  users  convenient  access  to 
their  mission-critical  data.” 


Whalen  says  Wireless  Knowledge 
plans  to  add  additional  platform 
support  over  time.  Wireless 
Knowledge,  a  startup  founded  by 
Microsoft  Corp.  and  Qualcomm 
Inc.,  has  built  alliances  with  several 
wireless  carriers.  Revolv  service 
with  voice  support  is  scheduled  to 
become  available  from  a  variety  of 
wireless  carriers  this  fall. 

Busy  executives  and  managers  will 
appreciate  the  convenience  to  key 
information,  says  William  Meisel, 
president  of  TMA  Associates,  a  Tar- 
zana,  Calif.-based  company  that  con¬ 
ducts  speech  recognition  research. 
“Most  people  despise  typing  com¬ 
mands  into  a  keypad  and  will  do  any¬ 
thing  to  avoid  the  task.  A  conversa¬ 
tional  interface  has  the  potential  to  be 
very  appealing.  ”  -J obn  Edwards 
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ILLUSTRATION  BY  JACK  GALLAGHER 


Sometimes  You  Don’t  Know 
What  You’ve  Got  Till  It’s  Gone 


c  o 


Remember  that  autographed  baseball  you  had  as  a  kid 
that  you  wish  you  still  owned?  And  what  would  you 
give  to  get  your  old  car  back,  the  one  that  would  be  a 
classic  today?  We  don’t  always 
recognize  the  true  value  of  things 
until  it's  too  late.  Some  executives 
don't  realize  how  dependent  their 
organizations  are  on  information 
technology  until  something 
goes  wrong. 

Whether  the  result  of  a  weather- 
related  emergency,  the  devastation  of  a  fire,  equipment 
failure  or  even  a  misguided  jackhammer,  a  systems 
shutdown  has  far-reaching  consequences.  \ou  can’t  risk 
losing  access  to  your  critical  data — the  lifeblood  of 
your  business. 


At  SunGard®,  we  make  if  easy  for  you  to  prepare  for 
the  worst.  Rapid  ResponsesM  includes  everything  from 
getting  you  a  fast,  competitive  price  on  our  services 
to  executing  a  swift  recovery. 

We  offer  a  full  range  of  business 
continuity  and  recovery  plan 
options  to  suit  a  myriad  of 
computing  environments... so  you 
won't  have  to  worry  about  losing 
the  precious  things  that  matter 
most  to  you  and  your  company. 

To  get  up  to  speed  quickly  on  the 
need  and  importance  of  disaster  recovery  and  business 
continuity,  call  1-800-HOTSITE  today  for  your  FREE 
copy  of  “Disaster  Recovery  Made  Easy:  A  Guide  to 
Business  Continuity”  or  visit  the  SunGard  website  at 
http://recovery.sungard.com. 


SUNGARD 


RESPONSE 


Easy  Access  to  Affordable  Business  Continuity 


Exclusively  recommended  provider  of  recovery  services  for  Compaq’s  Tandem  products, 

Data  General,  Sequent  and  Silicon  Graphics.  Preferred  provider  for  Compaq’s  Digital  products. 
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based  on  Sun  Enterprise  5500  servers  running  Sybase  data¬ 
base  software  on  16  processors.  “The  system  provides  a  lot 
of  power  and  reliability  as  it  lets  our  portfolio  managers 
track  portfolio  values  in  real-time.” 


Picking  Parallel 

Clustering’s  erstwhile  rival,  parallel  processing,  generally 
encompasses  two  different  types  of  technologies — sym¬ 
metric  multiprocessing  (SMP)  and  massively  parallel  pro¬ 
cessing  (MPP)  systems  (more  about  those  later).  In  sym¬ 
metric  multiprocessing  systems,  multiple  CPUs  reside  in 
one  physical  cabinet  and  share  the  same  memory.  SMP  sys¬ 
tems  provide  a  high  degree  of  scalability,  since  as  comput¬ 
ing  needs  increase  additional  CPUs  (from  two  to  as  many 
as  64)  can  be  added  to  absorb  the  increased  transaction 
volume.  The  drawback  is  that  if  one  CPU  fails,  the  entire 
SMP  system  goes  down. 

To  counter  that  shortcoming,  many  vendors  have  bor¬ 
rowed  a  page  from  the  competing  technology  and  created 
clusters  of  two  or  more  SMP  systems.  This  was  the 
approach  selected  by  the  California  Department  of  Justice. 
In  late  1997,  the  agency  installed  a  clustered  pair  of 
NUMA-Q  2000  systems  from  Sequent  Computer  Systems 
Inc.  Each  of  the  SMP-type  machines  contains  four  Pentium 
processors.  “These  systems  have  to  be  up  24/7,  and  the  fail¬ 
over  capability  means  we  can  automatically  route  the  work 
over  to  the  other  system  to  continue  processing,”  says 
Overhouse. 

While  SMP  systems  are  on  the  uptick  thanks  to  the  clus¬ 
tering  option,  massively  parallel  systems,  which  use  any¬ 
where  from  a  few  dozen  to  several  thousand  processors, 
are  falling  victim  to  their  own  complexity.  Each  CPU  con¬ 
tains  its  own  memory  and  also  requires  its  own  copy  of  the 
operating  system  and  application.  This  makes  for  an 
incredibly  complex  programming  challenge,  which  limits 
the  range  of  applications  MPP  users  can  choose  from.  But 
for  applications  that  need  to  scan  large  data  sets  in  an 
unpredictable  fashion  (again,  decision  support)  or  appli¬ 
cations  that  require  many  updates  like  transaction  pro¬ 
cessing,  the  cumbersome  messaging  of  MPP  can  create  a 
bottleneck.  “Despite  its  high-octane  reputation,  MPP  is 
not  suitable  for  all  applications,”  observes  Virginia 
Polytechnic’s  Watson.  Where  does  MPP  work  best?  With 
software  that  needs  an  enormous  amount  of  I/O  as  well  as 
local  computation,  and  where  the  intervening  results  and 
original  data  do  not  have  to  be  shared  across  the  pool  of 
processors  (such  as  in  the  case  of  a  video  server).  There, 
MPP  systems  can  offer  prodigious  amounts  of  power. 

No  Quick  Answer 

With  PC  server  clusters  and  clustered  SMP  systems  each 
offering  unique  and  valuable  attributes,  all  the  technolo¬ 
gies  are  abundantly  supported  by  a  wide  range  of  vendors. 
Major  manufacturers  offering  PC  or  workstation  server 
cluster  systems  include  Sun,  Dell  Computer  Corp.  and 
Compaq  Computer  Corp.  SMP  hardware  vendors  include 


Looking  for  Trends 

Graphical  interfaces  exist  because  it's  simply 
easier  for  humans  to  absorb  information  presented  in 
pictures  rather  than  words  or  numbers.  That's  the  logic 
behind  Visual  Insights'  Advizor,  a  tool  for  performing  what-if 
analysis  and  queries  to  find  trends  and  patterns  in  customer 
behavior  and  product  analysis  through  data  visualization.  The 
company  is  specifically  targeting  consumer  trends  not  only 
because  of  the  boom  in  electronic  commerce  but  also  because 
brick-and-mortar  businesses  are  looking  for  ways  to  retain  their 
traditional  customers. 

The  software  includes  sample  data  sets  and  templates  that 
help  visually  display  customer  loyalty,  frequent-shopper  behav¬ 
ior,  the  effect  of  promotions  and  cross-selling,  and  customer 
acquisition  and  retention.  Visual  Insights  is  also  offering  a 
Developers  Edition  for  companies  to  incorporate  the  data  visual¬ 
ization  capabilities  into  its  own  custom  applications.  Price  ranges 
from  $5,000  for  single-user  license  to  under  $1,000  per  seat  for 
over  50  users.  For  more  information,  call  630  713-0800  or  visit 
www.  visualinsigh  ts.  com . 

Remote  Administration 

Sure,  it's  great  to  give  all  your  mobile  warriors  devices 
that  make  them  more  productive,  but  who's  expected  to 
make  sure  they're  always  up  and  running,  wherever  they 
are?  You,  that's  who.  Congratulations.  Riverbed  Technologies  has 
developed  its  Mobile  Device  Management  Center  suite  specif¬ 
ically  to  administer  handheld  devices  running  Palm  and 
Windows  CE  operating  systems,  as  well  as  smart  phones  and 
other  toys  for  mobile  boys  and  girls.  The  suite  is  designed  to 
automate  device  configuration  and  software  distribution,  as  well 
as  installation,  de-installation  and  application  upgrades.  The  IT 
department  can  administer  devices  in  a  PC-connected  cradle  or 
through  wireless  connections,  and  updates  can  either  be 
"pushed"  by  IT  or  "pulled"  by  the  user.  Asset  management  and 
monitoring  capabilities  let  administrators  track  the  state  of  the 
devices'  ROM,  RAM,  battery  and  Windows  CE  registry  content, 
among  other  parameters. 

MDMC  allows  for  "distribution-by-profile"  so  that  specific 
groups  (such  as  the  sales  force)  can  download  or  receive  specific 
applications.  It  can  also  ensure  that  software  is  not  downloaded 
to  unacceptable  devices,  such  as  computers  that  don't  hold 
enough  RAM  for  a  specific  application.  The  server-based  product 
supports  10  profiles  and  costs  $1,495;  additional  profiles  cost 
from  $495  for  a  20-profile  package  to  $31,495  for  a  2,000-profile 
package.  For  more  information,  call  877  847-3303  or  visit 
www.  ri  verbed  tech.com. 
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Sequent,  Silicon  Graphics  Inc.  and  Hitachi  America  Ltd. 
But  dividing  PC  server  cluster  and  SMP  cluster  vendors 
into  separate  camps  can  be  misleading.  Many  vendors  offer 
both  server  cluster  and  SMP  clustered  parallel  solutions  as 
a  way  to  serve  customers  with  different  needs.  Vendors 
such  as  IBM  Corp.,  Compaq  and  Dell  offer  both  PC 
server  and  SMP  clustering  solutions. 

Yet  while  organizations  face  a  staggering  array  of  com¬ 
puting  choices,  all  existing  technologies  have  areas  of  weak¬ 
nesses.  The  PC  server  cluster  model  is  currently  unsuitable 
for  implementing  large  online  transaction  processing,  deci¬ 
sion  support  and  business  communications  applications. 
“It  forces  an  arbitrary  distribution  of  data  across  servers. 
This  can  lead  to  problems  in  migrating  processes  or  repli¬ 
cating  data  across  a  network  of  servers,”  says  Meta  ana¬ 
lyst  Richardson.  “The  primary  difficulty  with  implement¬ 
ing  a  vast  network  of  small  servers  is  management  and 
availability.  Most  commodity  server  companies  put  more 
emphasis  on  cost  than  reliability  and  manageability.  As  a 
result,  networked-server  solutions  are  often  driven  by  a 
low-cost  requirement  and  suffer  availability  and  manage¬ 
ability  problems.” 

One  future  drawback  for  large  standalone,  nonclustered 
SMP  systems  is  that  the  number  of  processors  will  be 
increasingly  limited  by  the  size  and  speed  of  the  backplane 
and  the  shared  system  bus.  “As  microprocessor  perfor¬ 
mance  continues  to  dramatically  increase,  computer  sys¬ 
tem  designers  are  forced  to  make  a  bus  length/bus  speed 
trade-off — electrons  travel  at  near  light  speeds,  and  no 
amount  of  encouragement  will  speed  them  up,”  says  Jeff 
Pancottine,  vice  president  of  global  marketing  for 
Beaverton,  Ore. -based  Sequent.  “Large  SMP  system 
designs  must  include  shorter  backplane/system  buses  to 
meet  the  needs  of  faster  processors  and  I/O.”  Pancottine 
explains  that  smaller  backplanes,  while  faster,  support 
fewer  processors  simply  because  of  packaging  constraints. 
This  architectural  limit  constricts  the  amount  of  I/O 
through  single-node  SMP  systems. 

Given  the  needs  of  different  organizations,  industry 
observers  expect  server  cluster  and  SMP  parallel  cluster 
technologies  to  continue  to  coexist  over  the  next  several 
years.  But  many  experts  feel  that  SMP  cluster  technology 
is  destined  to  win  out  over  the  long  term  by  absorbing  cus¬ 
tomers  who  previously  would  have  purchased  standalone 
parallel  systems.  “It’s  hard  to  argue  with  clustered  SMP’s 
availability  and  scalability,”  says  Meta’s  Richardson. 
Virginia  Polytechnic’s  Watson  also  sees  a  clustered  future 
and  is  hopeful  that  clustered  PC  server  technology  can  sort 
out  its  present  shortcomings.  “There  are  no  theoretical  lim¬ 
its  to  clustering  technology.  If  you  consider  that  every  com¬ 
puter  in  the  world  is  on  the  Internet,  we’re  already  in  one 
big  cluster.  In  that  light,  it’s  not  hard  to  see  where  we’re 
heading.”  BE] 

John  Edwards,  a  freelance  writer  based  in  Gilbert,  Ariz., 
can  be  reached  at  jedwards@john-edwards.com. 


A  Simple  Shelf  Life 

Admittedly,  software  for  designing  and  managing 
shelf  space  and  inventory  is  not  something  that  comes 
across  your  desk  very  often.  And  even  if  it  does,  it's  prob¬ 
ably  not  designed  to  be  easy  enough  for  the  store  managers  and 
merchandisers  to  use.  Logical  Planning  Systems  Ltd.'s  Shelf 
Logic  2000  produces  what  are  called  "planograms,"  which  is  the 
jargon  for  the  layouts  of  shelves  in  retail  stores  and  other  display 
and  inventory  environments.  The  software  can  be  used  to  plan 
shelf,  pegboard  and  slat  board  displays  of  anywhere  from  one  to 
50  feet.  It  prints  out  both  schematic  and  photographic 
planograms,  along  with  a  product  listing  of  what's  on  display,  a 
space-utilization  analysis,  profit  analysis  and  setup  specs.  The 
data  can  be  exported  to  spreadsheets  or  used  with  custom 
report  generators. 

The  software  can  also  be  used  by  marketing  folks  and  pack¬ 
age  designers  to  get  a  sense  of  what  their  products  look  like  in  a 
retail  setting.  The  product  works  on  PCs  running  Windows  95,  98 
or  Windows  NT.  Cost  is  $750.  For  more  information,  call  516  289- 
0055  or  visit  www.shelfJogic.com. 

Software  for  Teamwork 

How  the  heck  can  you  get  i.t.  aligned  with  the 
business  if  you  can't  even  get  IT  aligned  with  itself? 
Keeping  IT  projects  organized  can  be  a  career  in  itself. 
Hence  the  idea  behind  Primavera  Systems  Inc.'s  TeamPlay. 
Specifically  designed  for  tracking  IT  projects,  the  software  com¬ 
bines  project-management  tools  and  best-practice  methodolo¬ 
gies  for  making  sure  that  people  are  assigned  to  the  most 
appropriate  projects,  based  on  their  skills  and  availability.  Team 
members  see  a  customized  view  of  their  projects  and  can  com¬ 
municate  to  project  managers  their  estimates  of  length  and 
complexity. 

The  software  consoli¬ 
dates  enterprise  and 
project  resources,  compil¬ 
ing  everything  from  pre¬ 
liminary  baselines,  esti¬ 
mates  and  specifications 
to  completed  deliver¬ 
ables  and  records  of 
issues,  changes  and  risks 
involved.  It  also  allows 

Web-based  collaboration  and  project  feedback,  viewing  of  the 
project  as  a  whole  or  by  specific  details,  methodology  manage¬ 
ment  for  creating  software  processes,  and  risk  identification  and 
impact  analysis.  TeamPlay  works  with  Oracle  or  Microsoft  SQL 
Server  databases  and  costs  $2,000  per  user  for  20  users;  volume 
discounts  are  available.  For  more  information,  call  610  667-8600 
or  visit  www.phmavera.com. 
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IDG  is  the  world's  leading  IT  media,  research  and 
exposition  company.  Founded  in  1964,  IDG  had  1997 
revenues  of  $2.05  billion  and  has  more  than  9,000 
employees  worldwide.  IDG  offers  the  widest  range  of 
media  options  which  reach  IT  buyers  in  75  countries 
representing  95  percent  of  worldwide  IT  spending. 
IDG's  diverse  product  and  services  portfolio  spans  six 
key  areas  including  print  publishing,  online  publishing, 
expositions  and  conferences,  market  research, 
education  and  training,  and  global  marketing  services. 
More  than  90  million  people  read  one  or  more  of  IDG's 
290  magazines  and  newspapers,  including  IDG's 
leading  global  brands — Computerworld,  PC  World, 
Network  World,  Macworld  and  the  Channel  World  family 
of  publications.  IDG  Books  Worldwide  is  the  fastest- 
growing  computer  book  publisher  in  the  world,  with 
more  than  700  titles  in  38  languages.  The  ", . .  For 
Dummies"  series  alone  has  more  than  50  million  copies 
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Working  Smart 

MAXIMIZING  THE  PAYOFF  FROM  I.T. 


UNDERSTANDING  THAT  AN 
informed  police  force  means 
better  law  enforcement  is  a 
matter  of  logic.  Delivering 
that  information  can  be  another 
matter  altogether. 

In  Pittsburgh’s  Department  of  City 
Information  Systems  (CIS),  52  IS  profes¬ 
sionals  serve  the  IT  needs  of  over  4,300 
employees  on  the  city’s  payroll.  Part  of 
their  job  involves  giving  employees  access 
to  information  stored  in  the  city’s 
databases.  But  until  early  1999,  CIS’s  cus¬ 
tomers — including  authorized 
personnel  in  Pittsburgh’s  police 
department — had  a  hard  time 
getting  their  hands  on  it. 

To  access  data  such  as  91 1 
calls,  police  records,  building 
permit  details  and  calls  to  the 
Mayor’s  Service  Center  (an 
office  fielding  citizen  com¬ 
plaints),  police  and  other  city 
personnel  had  to  call  CIS  to 
request  the  information. 
Programmers,  working 
under  CIO  John  Staudacher, 
would  then  write  queries  to 
extract  data  from  the 
appropriate  databases. 

Turnaround  took  hours, 
days  or  even  weeks. 

And  forget  about  integrating 
all  that  data — obtaining,  for  example, 
records  of  91 1  calls  and  police  activity 
and  citizen  complaints  for  a  particular 
address.  CIS  maintained  that  information 
in  its  various  multivendor  databases,  and 
merging  it  required  the  expertise  of 
Staudacher’s  programmers.  Because  cre¬ 
ating  customized  data  reports  was  so  time 
consuming — and  CIS  was  strapped  for 
resources — Staudacher  was  rarely  able  to 
accommodate  such  requests. 

Staudacher  began  considering  data 
access  and  application  development  solu¬ 
tions  in  early  1998.  His  search  led  him  to 
Pittsburgh-based  Cerebellum  Software 
Inc.,  which  offers  a  Java-based  applica¬ 
tion  development  platform.  It  took  three 


The  City  of 
Pittsburgh's  Data 
Access  and 
Integration 
Solution 
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Organization: 
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months  for  Cerebellum’s  staff — 
working  with  Pittsburgh’s  public  safety 
departments  and  CIS — to  develop  Street 
Smarts,  which  Staudacher  has  been 
rolling  out  since  January. 

Now  authorized  administrators  at  a 
911  dispatch  center  and  employees  in 
the  Mayor’s  Service  Center  can  create 
customized  database  reports  themselves, 
hooking  into  the  CIS  data  via  Street 
Smarts.  After  accessing  the  application 
through  their  Web  browsers,  they  select 
search  criteria  from  a  menu,  retrieving 
data — including  information  about  911 
calls,  criminal  activity,  complaints  and 
building  permits — linked  to  a  particular 
address.  They  can  also  analyze  neigh¬ 


borhood  trends  by  looking  at  activity 
within  a  range  of  addresses.  The  appli¬ 
cation’s  point-and-click,  menu-driven 
interface  makes  it  easy  to  use;  employ¬ 
ees  at  the  911  center  and  the  Mayor’s 
Service  Center  were  trained  within  a 
couple  of  hours. 

Last  year  his  91 1  dispatch  center  was 
calling  CIS  almost  daily  with  data 
requests,  says  John  Rowntree,  chief  of 
communications  for  public  safety.  Now 
authorized  employees  at  the  center  get 
information  right  from  their  desktops  in 
near  real-time. 

Street  Smarts  also  helps  administrators 
at  the  dispatch  center  follow 
up  on  citizen  complaints.  If  a 
citizen  phones  his  office  to  say 
response  to  an  emergency  call 
was  slow,  authorized  employ¬ 
ees  can  go  to  Street  Smarts, 
enter  the  address  and  find  a 
record  of  the  call.  In  the  past,  the 
employee  would  have  needed  to 
know  the  exact  time  of  the  emer¬ 
gency  call. 

The  police  department  also 
uses  Street  Smarts  to  check  for 
and  curb  excessive  burglar-alarm 
usage,  which  wastes  valuable 
police  resources. 

In  time,  Staudacher  hopes  to 
make  Street  Smarts  more  widely 
available  by  adding  Web  browsers 
to  mobile  data  computers  in  police  cruis¬ 
ers.  When  dispatched  to  a  particular  loca¬ 
tion,  an  officer  could  then  check  its  his¬ 
tory  of  911  calls  and  criminal  activity. 

Around  Rowntree ’s  911  dispatch  cen¬ 
ter,  satisfaction  with  CIS  services  is  up. 
But  then,  so  are  expectations.  “Once  you 
have  a  system  that’s  easy  to  use,  you  real¬ 
ize  there  are  a  lot  of  other  things  you  want 
to  do  with  it,”  Rowntree  says.  EEI 


Writer  Lucie  Juneau  Patrowicz,  based  in 
Salem,  Mass.,  can  be  reached  via  e-mail 
at  patrowic@shore.net.  Send  Working 
Smart  ideas  to  Features  Editor  Meg 
Mitchell  at  mmitchell@cio.com. 
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I  NOW  ANALYSTS  CAN  WORK  IN  UNISON 

WITH  DEVELOPERS  AND  TEST  ENGINEERS. 


(Unified  software  development  has  arrived.) 
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Jr  Bridge  the  Gap  with 
W  Rational  Suite  AnalystStudio . 

You’re  the  systems  analyst,  business  analyst,  ^ 

f  requirements  engineer.  It’s  your  job  to  collect  and 
manage  what  your  users  need  and  communicate  that 
information  to  the  entire  team.  Rational  Suite  ® 
AnalystStudio  helps  you  do  just  that  -  in  three  unique  1 
ways:  Web-enabled  Elicitation  provides  a  uniform,  easy  way 
for  your  customers  to  submit  their  input  via  the  Web;  the  I 
Power  of  a  Database,  Freedom  of  Word  effectively  captures  m 
and  manages  your  requirement  information;  and  the  ahil-  M 
ity  to  Unify  Your  Team  with  Use  Cases  uses  the  indus-  m 
try-standard  UML  to  give  everyone  a  clearer  picture  m 
of  the  system  to  be  built.  Bridge  the  gap  between  M 
your  customers  and  your  team,  and  pave  f 
the  road  to  your  success. 


Rational 

unifying  software  teams 

Get  the  In-Depth  Rational  Suite  AnalystStudio  Story  On-Li 
www.rational.com/tools/rsanst/  •  1  -800-728-1  21  2 

Free  Grady  Booch  Paper:  The  Software  Development  Team 

www.rational.com/teampaper 
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STORAGE  PRODUCTS  ARE 
JUST  AS  TOUGH  AND 
JUST  AS  GOOD  LOOKING. 
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s®  When  it  comes  to  storing  data, 
durability  is  a  very  attractive 
feature.  Kingston®  offers  a  complete  line  of 
the  worlds  most  rugged  and  reliable  data 
storage  enclosures.  Kingston’s  storage  products  are  specifically  designed  to  meet 
long-term  storage  needs  and  offer  the  flexibility  to  grow  or  change  with  your 
future  storage  requirements.  Kingston’s  Data  Silo®  expansion  chassis  are 
available  with  up  to  9  bays.  Data  Express®  enclosures  are  ideal  for  your  internal 


and  external  removable  storage  needs. 
Integrate  one  or  more  Data  Express  into  a 
Data  Silo  chassis  and  create  your  own 
custom  removable  solution.  Kingston 
Data  Silo  and  Data  Express  enclosures  are  backed  with  a  7-year  warranty 
and  superior  service.  Rely  on  Kingston  for  your  storage  needs.  For  more 
information,  call  (800)  567-0338  to  reach  a  sales  consultant  or  visit  our  web  site 
at  www.kingston.com/storage/FAST. 
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